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CONSUMER ACCEPTANCE is the big fact about the 
Washington Heater. Its leadership in the quality field is 
firmly established. It SELLS because it has the features 
the buyer wants. The Washington is doubly profitable for 
you to handle because its FULL RANGE OF SIZES for 
ALL FUELS enables you to meet all demands in this 
ONE LINE. 





The Washington is astonishingly efficient. Having a radi- 
ating area 20 times the grate area, it has two to three 
times the radiating surface of the ordinary heater. Im- 
proved down-draft hot-blast consumes gas and smoke 
further increasing fuel economy. 














All Washington models are finished in durable porcelain, 
with beautiful burl-walnut graining, and two-tone maple 
trim, applied by our own exclusive process. The Washing- 
ton is a heater of real distinction. Concentrate on it for 
1934 profits. Send today for Catalog and Prices on 
Heaters and the Washington Line of 
ty Coal, Gas, and Electric Ranges. 

7 SIZES FOR COAL 


FUEL SAVING | 3SIZES FOR WOOD GRAY & DUDLEY COMPANY 


3 SIZES FOR GAS NASHVILLE, TENNESSEE See 


BEAUTY | 3 SIZES FOR OIL 
lrngsddll) 47 WORTHY OF THE NAME“! 


SUPER QUALITY , GENERAL 


wee WASHINGTON 


16 SIZES IN 4 MODELS yee op Hey) Valea 
TO MEET ALL NEEDS IN ! 


COAL, GAS, WOOD AND OIL a PER: FURNACE 
aa 
























BUYING WHITE 
ELEPHANTS OR 
SELLING BRUSHES ? 


SSBORN 


O buy brushes sole- 
ly because they are 
"cheap" or because a 
"special concession" 
is offered is hazard- 
ous. If the items fail 
to sell readily, they 
become "white ele- 
phants" that eat up 
profits. This is one of the evils of buying 


brushes from too many sources of supply. 


Furthermore, no merchant can afford to buy 
what he can't readily sell. He must keep his 
brush stocks moving to make profits. 


In one move, the independent merchant can get 
the ''strangle hold" on his brush business. 


By concentrating on Osborn Brushes (which meet every need) he can 
simplify his buying, control his stocks, quicken his turn-over, and increase 


his profits. 
Ask your jobber to supply you with Osborn Brushes. If he can't, write us. 


JHE OSBORN MANUFACTURING COMPANY 


R 
5401 Hamilton Avenue - Cleveland, Ohio y 
Sales Offices: us 
New York, Detroit, Chicago, San Francisco WE 00 OUR PART 
S 7 me i ik % , > 
, - Se, we 
Tr 
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LOCK “4< DOOR?’ 


The above illustration shows how the 
No. 44 YALE Automatic Deadlatch 
will be advertised in the August 4th 
issue of the Saturday Evening Post. 


STOCK and FEATURE 
“THE LOCK THAT NEVER FORGETS” 


~ YALE 
No. 44 AUTOMATIC DEADLATCH 


HIS 1S ONE of the finest Auxiliary 
Locks ever made. It is called “the 


lock that never forgets’ because 





it deadlocks automatically with a double 
throw of the bolt whenever the door is 
closed. It combines the security of the dead- 
lock with the convenience of the spring- 


latch at a moderate price. 


A way to 
INCREASE DOOR CLOSER SALES 


Explain to your customers that when a 
YALE Door Closer is used on an entrance 
door protected with a YALE No. 44 Auto- 
matic Deadlatch, it gives extra security— 
because it closes the door quietly and 
firmly and the lock does the rest. 


If you do not already carry the No. 44 YALE 
Automatic Deadlatch, see your wholesale 
distributor or write to us direct for details. 


THE YALE & TOWNE MFG. CO. 


STAMFORD, CONN., U.S.A. 
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EXTRA VALUE 


To the Consumér 


HIS O-Cedar Special for the 

Fall housecleaning season of 

1934 gives retailers a chance 
to offer their customers standard 
merchandise under a world-wide- 
known trademark at a reduced 
price without any reduction of 
their profit. 

Introduced at the 1933 Century 
of Progress, O-Cedar Self-Polish- Dealer's 2 ¢ 
ing Wax has already established P. ‘t 29% 
itself as the highest quality no- rofi oe 
rubbing floor wax at the lowest retail price. 

The new O-Cedar Applier (patent applied for) is light in weight, simple in construction, and the 
easiest to use of all wax appliers. It is extremely easy to keep clean—the rubber-backed spreading 
cloth keeps the wax from soaking through, prevents waste and is easy to remove for washing and as 
easily replaced when dry. 

Here is a full $1.40 value you can sell for 89c without losing one 
penny of your regular profit.* 


O-Cedar Corp’n- 4501 S. Western Blvd. - Chicago 
O-Cedar 1934 Fall Special 


Each set consists of Special Size (7% Pint Can) O-Cedar Self-Polishing 
Wax, New O-Cedar Wax Applier, and 48” yellow lacquered handle. 


<. Xi 


FOR ALL ATT 








List price per dozen sets $10.68 


Retailers’ discounts 3314% from list price when bought in broken cases; 
33% and 5% from list in full case lots. Packed 1 dozen sets to carton. 


BUY A DOZEN SETS AND ADD 5% TO YOUR PROFIT 





Each % doz. packed in this Counter 
Display with 3-color window hanger. 


... Order today from your Jobber’s Salesman ... 

















* THE 
0-CEDAR 
POLICY... 











In January 1933, O-Cedar declared: 
“Strict price-maintenance is the 
surest way to stop unprofitable 
price-cutting and assure retailers 
their legitimate profits. We shall do 
everything possible to prevent dam- 
aging price-cutting on O-Cedar 


trade-marked merchandise and are 
determined to have no further deal- 
ings with those not in accord with 
this policy.” We pledge the continu- 
ation of this policy that has proved its 
merit over a period of fifteen months. 


O-Cedar Corp’n 
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* PD RELIABLE —_ 2 
— of LASTING QUALITY 


Like the Sterling mark on superior silverware, the distinctive 
green core in each roll of Panther and Dragon Tape is your 
assurance of enduring quality. Not only does this stronger 
core serve to distinguish Panther and Dragon from ordinary 
tapes when new, but also when the tape is in use and all other 
means of identification have been removed. This is strong 
_proof of Okonite's confidence in the ability of these tapes to 
maintain longer their inherently greater strength and ad- 
hesiveness. Few other tapes can stand this test. 


Stronger, longer-lived, the first tape to be wrapped in Cello- 
phane and sealed—a truly modern package—Panther and 
Dragon Tapes evince in every detail the Okonite Company's 
established reputation for quality. 


Dragon and Panther Friction and Rubber Tapes are 


Sold only through hardware jobbers 


HAZARD INSULATED WIRE WORKS 


Division of 


THE OKONITE COMPANY 
Factories: 


Wilkes-Barre, Pa. Passaic, N. J. 
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To sharpen his garden tools 
he needs Nicholson Files. Gar- 
vin likes to take long automo- 
bile rides. He ought to have 
files in his tool bag. Farnham 
has a motor boat. Sell him some 
Tungsten Point Files to keep the 
ignition system clear. 

Then there’s Westlake. He 
can’t leta summer go by without 
building a dog house, an arbor 
seat, or repairing the front steps. 
Sell him the Nicholson Wood- 
working files. 








We could go on for pages. 
When the waniee gets warm and 
people get outside they like to 
do things with their hands. 
Butchers, bakers and broadcast- 
ers — they’re all the same. They 
like to make things in the open. 
Summer is a good season for 
Nicholson Files. 


AT YOUR JOBBER'’S 


Nicholson File Company, Prov- 
idence, Rhode Island, U. S. A. 


[ Nicholson Files are exhibited in “The 





Home Workshop” at A Century of Pro- 
gress, Chicago, Building 3,second floor 








oe OL 
NICHOLSON FILES <= 
G USA 
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FILE FOR EVERY PURPOSE 
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SUPER-APEX 


HANOVER 
Electro -ZINC - plated 














A HIGHER QUALITY MERCHANDISE AT NO HIGHER PRICE 
ASK YOUR JOBBER 


HANOVER WIRE CLOTH COMPANY 
HANOVER, PENNSYLVANIA 
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HT ere’s =) the MERCHANDISE 
DIRECTORY 


iT 
4 i Y that Hardware Buyers 
Swear By ana Use Constantly °’ 


THE 1934-35 EDITION 
NOW IN PREPARATION] 










the The ONLY Buyers Guide 


Annual iitie 


Directory Number . 
» HARDWARE AGE Hardware Field 


published Sept. 27, 1931 (and a good one too) 


_— 





o huis 





The 


ce Who Wakes Jt” 


Issue 


As a Directory it is as thorough and complete a directory of sources for hardware 
and related merchandise, as constant year-round research and 
checking by a trained staff can make it. 


' As a Catalog jt is a consolidation and condensation of Manufacturers’ Catalogs. 
The products of 223 manufacturers including most of the outstand- 
ing concerns and representing a very wide variety of merchandise, 
are illustrated and described in the current issue. The products of 
many more manufacturers will be featured in the catalog section of 
the next issue, making it even more valuable for the hardware buyer. 


The “Annual Directory Number” will come to you as the Septem- 
ber 27th issue of Hardware Age on your regular subscription. 


@liy ire not ibscriber to H« ard ware Age or if your bscription is expir- 
ing remit $1.0( th the coupon below and your subscription will be entered 
or renewed 

eee 2a eee eG aeaeaaae SSS SS SSS SSS SSS SSS SSF SSF SF SSF SF SF FSF eeseseeaeseesaanaaaanee 


Hardware Age, 
239 West 39th Street, Date 
New York, N. Y. 


Enclosed is my remittance of $1.00 for which please enter my new ....... (or renewal ....... ) subscription to 
Hardware Age for one year (twenty-six issues including the “Annual Directory Number” to be published September 


27th). 
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ONLY A FEW 


Turu these lean, short-of-cash years most 
people have learned that when they buy there 
is much more than price to be considered. In 
fact many of them have paid dearly to learn 
that they don’t get their money’s worth by 
buying ‘“‘cheap” hardware. They have found 
out that quality merchandise is the best and 
that it costs less in the long run. They don’t 
go back to get “‘stung’’ again. 

For Nearly Half a Century the name 
Cyclone has marked full-value honest mer- 
chandise, has meant fair price to the user, 
full profit to the dealer, and the “Red Tag”’ 
trade mark on the stock you carry is recog- 
nized by your customers as a mark of quality. 


G REG.U.S.PAT. OFF 


“‘Re’7a7” PRODUCTS 





* ls 
oe 

é, 
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Cyclone ‘‘Red Tag’’ Cyclone ‘‘Red Tag”’ Cyclone “Red Tag’’ 
Screen Cloth, made of Lawn Fence for years Burner Bask three 
quality material on the a leader becaypse sizes, painted red. 
mostmodernmachinery. of its high quality. Popular prices. 
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“Four customers 


In these years the name Cyclone has been 
repeated millions of times and when you dis- 
play Cyclone “Red Tag” products in your 
window, on your counter, shelves, or floor it 
introduces you as Mr. Full Value—Mr. High 
Quality—Mr. Fair Price.’ 


CYCLONE FENCE COMPANY 


General Offices: Waukegan, Ill. 
Branches in Principal Cities ~ 


SUBSIDIARY OF unrreD {US stares STEEL CORPORATION 


Pacific Coast Division: 
STANDARD FENCE COMPANY 
Oakland, Calif. 





Cyclone ‘“‘Red Tag’’ Cyclone ‘‘Red Tag’’ Cyclone ‘‘Red Tag’’ 
Gates, walk or drive Catch-All Basket paint- Hardware Cloth. Im- 
with filler to match ed green, intersections proved process, stand- 
standard fence fabrics. electrically welded. ard meshes and width. 

9 





Water shortage is acute. Many localities are drouth stricken. Wells, 
cisterns, pools, springs, streams and other sources of water supply have 
disappeared. The problem of securing water is here again—a prob- 
lem that comes home to every dealer who sells and installs pumping 
equipment. 

Calls for deep well pumps will multiply. Calls for larger capacity 
pumps will be numerous. Here is where Myers Cog Gear Pumps will 
be appreciated. Easy to operate—they require 33144% less power to 


<n ee o~ 
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pump—larger cylinders can be used and water volume can be materially 
increased from deep wells. 

The demand for deep well pumps is here. Secure this business by recom- 
mending, selling and installing MYERS EASY OPERATING LARGE 
CAPACITY COG GEAR PUMPS fitted with the famous MYERS NON- 
CORROSIVE GLASS VALVE SEAT CYLINDERS. 


Write or wire for catalog and prices. 


————> 


CYLINDER 


DRILLED 





PUMPS-WATER SYSTEMS - HAY TOOLS-DOOR HA’ 


THE FLE.MYERS & BRO.€9. 


ASHLAND, OHIO. 
Manufacturers for over Fifty Years of MYERS HONOR-BILT PUMPS for Every Purpose, 
WATER SYSTEMS-HAY GRAIN UNLOADING TOOLS ~- BARN,FACTORY end 

GARAGE DOOR HANGERS- STORE LADDERS, Etc. 
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vy 7 E believe that the best way for you 
to learn about the superior construc- 

tion and ready saleability of the 
STOVER Reversible Red Spindle DAMPER 
is for you to see and examine it. To make 
it easy for you to do this, we have placed a 
postage-paid return card at the bottom of 
this page. Use this card to obtain a Free 
sample of the STOVER Reversible Red 
Spindle DAMPER for your examination. 

You will find that the one-piece Patented 
Steel Spindle is superior because it is made 
of one length of selected rod—not several 
pieces spot welded or stamped together. 

The Blade is smooth grey iron, sturdy, 
non-warping, strongly reinforced, and has a 
round hole, which repeated tests have shown 
is the proper shape and will not choke with 
soot. 

Users all recognize the Stover “RED 
SPINDLE” as the label and trade-mark 
which means the finest material and work- 
manship—the most advanced mechanical 
construction—and the most satisfactory stove 
damper obtainable. Dealers will find it to 
be the best selling damper they ever have 
handled. 


reversible 
dampers. 


nish. 
@-SUTION. 


@—FINIsH 


hole. 















Inferior I 
Locking ® 
Devices 
Produce 


Made in 3 in., 4 in., 
41 in., 5 in., 514 
in., 6 in., 7 in., 8 in., 
9 in., 10 in., 11 in., 
and 12 in., sizes. 


Also Made with Solid 
Blade in All Sizes. 






























Steel, nickel 
plated. Patented, crimped, 
construction prevents but- 
ton slipping off spindle. 
Annoyance of loose and 
misplaced parts, when in- 
stalling, is avoided. 
Enameled “Red 
Spindle” to label, identify 
and prevent rust. 
@—LUGS. These form posi- 
tive locking device which 
— blade 


spindl 
@-REAMER POINT. Sharp 


—to easily pierce pipe. 
Squared—to ream a smooth » > 


STOVER LOCKING DEVICE 
MAKES BLADE RIGID ON SPINDLE PERFECTLY 


STOVER 


We Want YOU to Have a Sample <aspep spiInDLeE 
of this IMPROVED Stove Damper 


Features of Stover Reversible 


Red Spindle Dampers are: 
@-crips. Coiled wire, nickel ;-» 
@-ONE-PIECE SPINDLE 2> 


One piece, with end 
divided to form prongs for 
holding grip firmly. May 3——> 
be inserted at either side of 
blade. 4—> 
SPRING. Unusually strong 
and larger than in most 
Made of non- 5——> 
nine wire, tinned 


TRADE MARK 


REVERSIBLE STOVE PIPE 


DAMPERS 


EASY TO| 
INSTALL |\, 












rigid on 








The’’Red Spindle” Way 
<€& Takes Smoke Away 


When you turn the Red Spindle 
you always ae positive that the blade 
will stay firmly set at the desired posi- 
tion. © slipping nor wabbling as 
with dampers which have other de- 
signs of locking devices. Your custom- 
ers will appreciate this feature. Be 
ready to supply the demand for it in 
your locality. 


Send for Sample v 





STOVER MFG. & ENGINE COMPANY 
North Henderson Street, Freeport, Illinois. 
Gentlemen: 


Ss Without cost or obligation, kindly send me a Free Sample of a STOVER Reversible 
Red Spindle DAMPER. 


Also send me information concerning the following: 

[] STOVER Engines [-] STOVER Hammer Mills 
[_] STOVER Windmills [_] STOVER Feed Grinders 
[-] STOVER Limestone Pulverizers [-] STOVER Pump Jacks 


[_] STOVER Saw Frames [_] STOVER Corn Shellers 
CT] STOVER Tank Heaters C] STOVER Cylinder 


and Stock Fountains Sleeves and Pistons 


ee ee ee et ee 


Address 








City Pe ee ee ee 


Your Name____ 














































WINDMILLS 
and TOWERS 





LIMESTONE 
PULVERIZERS 








The STOVER 
QUALITY Line 


Is Helping Dealers Profit 
from Long Delayed Demand 























OR years, farmers have put off replacing 

worn, broken and antiquated machinery 

Their recently improved buying ability 
has created a new opportunity for dealers 
who go after business aggressively. Stover's 
72 year old reputation for high quality, low 
cost and long service is helping many dealers 
get a bigger share of this business. 


Today's Buyers Know and 
Demand Quality 


Get the Stover agency for your territory. 
Share the benefits from our advertising. 
Follow up the inquiries we send our dealers. 
Canvass every prospect in your territory and 
show them the advantages of Stover Quality. 
Stover Windmills, Towers, Pump Jacks, 
Engines, Feed Mills, Limestone Pulverizers, 
Corn Shellers, Tank Heaters and Stock 
Fountains are in big demand. Stover Cyl- 
inder Sleeves and Pistons are bringing repair 
profits. Let Stover Quality and sales co- 
operation help YOU sell more and make 
more from improved farm buying. 


Stover Mfg. & Engine Co. 
FREEPORT, ILLINOIS 


























| (Sec.510,P.L.& R.) | 
U. S. POSTAGE 





PAID 
FREEPORT, ILL. | 
Permit No. 11 


BUSINESS REPLY CARD 


NO POSTAGE NECESSARY IF MAILED IN THE UNITED STATES 


2c POSTAGE WILL BE PAID BY 


STOVER MFG. & ENGINE CO. 
FREEPORT, ILLINOIS 


DEALERS 


: Write for the 
: Money Mak- 
s ing Stover 
Sales Plan— 


TODAY |! 


FARM AND 
INDUSTRIAL 
ENGINES 

34 to 30 H.P. 


PUMP JACKS 


Numerous Sizes 
and Styles for 
Gas Engine and 
Motor Drive 






HAMMER 
MILLS 
AND 
FEED 
GRINDERS 





CORN 
SHELLERS 


wh 


BALDWIN'S 
MONONGAH 


cma FEATHERWEIGHT 


nerous Sizes 
Styles for 

Engine and 
tor Drive 















ine 


to meet the demand for 
a high grade lightweight 
shovel, Monongah fulfills 






HAMMER 


MILLS FOR MANY YEARS 

AND all the requirements. It 
FEED THE LEADING 

GRINDERS has a perfect balance 





FEATHERWEIGHT 


and a swingy '"'Feel.”’ 


Put one in the hands of a 
shoveling man and watch 
the sparkle in his eyes. He 
recognizes the balance 


immediately. 


Light in weight but heavy 





in quality, the Monongah 


CORN 


SHELLERS seems even lighter than it 


really is. 


Equipped with the famous 
Armor-D handle, blades 
forged from high carbon 
steel and heat treated, 
straps electric welded 
and labels die pressed 
into the wood, here is a 
Plain Back Shovel that as- 


Ames Batpwin Wyominc Co. ses repeet soles 


PARKERSBURG, W. VA. NORTH EASTON, MASS. ASK YOUR JOBBER 
JULY 19, 1934 13 




















Master Keyed 
COMBINATION 





No. 04946 


Turst secure Master Keyed Eagle Com- 
bination Padlocks present opportunities for 
quantity sales to Clubs, Athletic Organiza- 
tions and Public Buildings in your vicinity. 


Made of brass or bronze throughout, except 
shackle, which is hardened steel. All ex- 
terior parts, except black and white dial, 
are dull chromium plated. The control 
mechanism, operated by the master key, is 
of the sturdy secure lever construction that 
has given satisfactory results through years 
of service. 


The Eagle Quality Line 


Night Latches Store Door Sets Wood Screws 
Trunk Locks Padlo-ks Stove Bolt; 
Front Door Sets Cabinet Locks Machine Screws 


E) 


= 4 


EAGLE LOCK CO. 


26 Warren Street - ) w York 


Branch Offices: 
521 Commerce St. 179 N. FranklinSt. 114 Bedford St. 
Philadelphia, Ps Chicago, IIL. Boston, Mase. 
Works at Terryville, Conn. 
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A 
SURE FIRE SELLER 


NORTON 


PIKE 
db 






RED HEAD 
UTILITY FILE 


No. JD2 | 


14” OVERALL — RETAILS FOR $1.00 


For All Farm and Garden Tools 
. | 
SILICON CARBIDE ABRASIVE, VITRIFIED 
SHAPED TO FIT ODD ANGLES 


One dozen per 
earton. One file 
in each dozen 
mounted on a 
bright orange and 
black display 
card, 





At All Leading Jobbers 


BEHR- MANNING: 


TROY, N. Y., and BRANCHES 





Manufacturers of Quality Abrasives , 
Since 1872 
SALES REPRESENTATIVES IN U.S.A. FOR 9 | 
NORTON PIKE PRODUCTS » | 
CODE 
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\\ YOUR MERCHANDISE” |9/a 


A series of messages to tell how handles are made. 


There IS a Difference in Handles .. . 


No. 1—From the Bolt to the Blank 


Epis in a handle begins from the ground Handle Company was located in Jonesboro. in the 
up—literally speaking, from the tree from heart of the section, 35 years ago. 

which it is made. Recent Government tests and 

usage through the years proclaim hickory, grown Great care is taken by our timber buyers in the 
only in the United States, as the finest timber for selection of the trees to see that only those of good, 
handles. Oddly, some of the finest hickory grows heavy growth are cut, and not trees which are open 
in Craighead County, Arkansas, on and near and porous in growth, and have a very short fiber. . . 
Crowley’s Ridge. Because of that fact,the American Let us follow a log through the plant. 





Above is a hickory bolt cut 40 inches long. This is the stage in which they are shipped to our plants 
from the timber camps. They are hauled from the woods to the railroad tracks on wagons or trucks and 
loaded into cars of from ten to twelve cords each. These are then unloaded on our timber yard. At 
times we have as much as 500 to 600 cords on our timber yard at Jonesboro, Arkansas. These bolts range 
in size from six inches in diameter at the smallest end up to as large as thirty inches. 








Above is a quarter of a small hickory bolt. These quarters are then sawn to blank shape on a bolter saw. 
These quarters are still 40 inches long. Quality of workmanship starts here, for the sawyer must quickly 
and skillfully determine what particular handles to cut from each bolt to get the greatest number of the 


soundest stock, free from knots and defects. 





Above is a handle blank still 40 inches long. This is the stage at which the handle leaves the bolter saw. 
Again, a skilled workman shares the responsibility of producing high class handles by determiming the exact 
pattern to be made, based on the condition of the particular handle blank. 


A single catalog sheet, showing the various steps in the pro- clerks. We believe there is no better way to impress one 
duction of handles, including these, is available in any with quality that has to be BUILT into an article, than to 
quantities for jobbers and their salesmen or dealers and their — illustrate and explain the different processes of manufacture. 


American Handles are sold through jobbers. Ask your jobber for American 


Handles, but if he can’t or won't supply you, we'll furnish the name of one 
near you who can and will. 


AMERICAN HANDLE CO. 


JONESBORO, ARKANSAS 








JULY 19, 1934 15 














CABINET 


HARDWARE 
that 1S both practi- No, 485 Ornamental Hinge 
cal and enhancing 
r the designing of this attractive 


hardware many ingenious ideas 
have been incorporated to promote 
simple, positive action, while pro- 
tective finishes of lasting beauty 
provide an eye appeal that accounts 
in part for the high favor it is meet- 
ing with the trade everywhere. 


CABINET 


Natiena SETS 


include designs to meet the various 
types of work and styles of cabinets. 








This feature alone of supplying the trade 
with a wide selection of styles obviates any 
necessity of substitution of sets that 
are not specifically designed to serve 
a certain type of door or cabinet. 





National dealers enjoy a prof: 
itable business from these 

practical hardware leaders. 
No. 487 Offset Ornamental Hinge Are you sharing in this profit? 


National hardware is sold 
direct to the retail dealer . “ 
a policy that promotes National Manufacturing 


quality, service and direct 


selling cooperation. Compa ny 
| STERLING - ILLINOIS No. 725 Cabinet Door Set 
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NOW RUBBER MOUNTED 


THE COLUMBIA TWINBAR STREAM-LINED BICYCLE 
) is now supplied with 
RUBBER MOUNTINGS 








The Columbia Twinbar was the first fully stream-lined 
Bicycle to be built. 


Design Patent #90104 was issued June 13, 1933. 


The Rubber Mountings at the Front and Rear Axles are of a 
mechanical nature and Patents have been applied for same. 





While Rubber Mountings will be regular equipment on all 
Columbia Twinbars they can be had on all Westfield built 
bicycles at slight extra price. 


These Rubber Mountings deaden sound and eliminate 


THE WESTFIELD MANUFACTURING CO. 
WESTFIELD, MASSACHUSETTS 





rattles. 
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MEDIUM HARD WIRE 


MEANS STRENGTH 
an Important Sales Point 











A HARD and tough fighter can always 
whip one that is soft and flabby. American 
Steel & Wire Company Zinc Insulated Fence is 
not made of soft wire—but of medium hard 
wire. As a result the fence will not sag after 
change in temperature. This is but one 


of many points that have made this product the 
outstanding sales leader—and that assures a 
steady and profitable volume for dealers who 
feature it. Send for complete and detailed facts. 
We have an important merchandising message 
for you. 





1831 i 








208 South La Salle Street, Chicago 
94 Grove Street, Worcester 
Pacific Coast Distributors: Columbia Steel Company, Russ Bidg., San Francisco 


SUBSIDIARY OF UNITED 


m WIRE 





AMERICAN STEEL & WIRE COMPANY 








Empire State Building, New York 
First National Bank Building, Baltimore 
Export Distributors: United States Stee! Products Company, New York 
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NEW DISPLAY CARDS 
FOR YOUR WINDOW 




















[ae cards have “S, A.”—Sales Appeal. They are 


timely — featuring much-in-demand Carborundum 
Brand products. 


Each is 14 inches wide by 19 inches high, done in eye- 
catching colors. They cost you nothing. Use them in 
your window with the products themselves displayed. 
You can get one or all six—as you wish, simply by indi- 


cating your requirements on the coupon. Mail it today. MAIL COUPON TODAY 
New ready: The new complete Carborundum catalog. FOR CARDS YOU WANT 


Full of profit items that you should know about. 





e 

8 The Carborundum Company, Niagara Falls, N.Y. 7 

T cai E ro Send me, free of charge, the display cards | have checked below. e 

® Also your new and complete catalog. e 

m “4 Ss 

C A 3 R N D U M s oO I can use the complete set CT No. 4 Sharpening Stones & 

s - : a 

e () No. 1—Lawn MowerSharpener [7] No. 5—House and Garden @ 

Sl aaa aa - [[] No. 2—No. 57 File Tool Stones ° 

= C oO NM P A N Y . CJ No. 3-——Grinding Wheels CT No. 6 Aloxite Cloth for s 

. metal finishing 

a” N ” 

7 7 a ame s 

Niagara Falls, N. Y. : : 

ork , w Address . 
. : . s 

ore Canadian Carborundum Co., Ltd., Niagara Falls, Ont. Sales Offices and Warehouses in New York, a City State = 

ork Chicago, Boston, Cleveland, Cincinnati, Milwaukee, Philadelphia, Detroit, Pittsburgh, Grand s : = 

bad Rapids; Toronto, Ont. (Carborundum is a registered trade mark of The Carborundum Company.) PRmURREREREREREBREREREREREBREREREREBREBEREBREREBREBREBRBBREBBREOBEE SS | 
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GENERAL ELECTRIC ANNOUNCES A 


REVOLUTIONARY > REFRIGERATOR 


/ gy 


a _\ 






A 
"7 


56) 5) 
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and a fully automatic range at *72 









Lowest Operating Cost 


HOLDS ALL THIS FOOD! 


2 qts. milk 2 Ibs. bacon Ye doz. oranges 

2 pts. cream 5 Ibs. roast 1 ist salad dressing 

1 . Cggs 1 head lettuce d 

1 Ib. "beser 1 big cucumber 2 left-over containers 


2 pkgs. cheese 
2 cans fruit juice 
1 bottle catsup 
1 bottle cherries 


1 qt. water bottle 

2 quick freezing trays 
(20 ice cubes— 
2 Ibs. of ice) 


2 Ibs. tomatoes 
: bunch celery 
Ef ae fruit 

emons 








in the World 


The new G-E “Liftop” refrigerator has 
the lowest operating cost of any elec- 
tric refrigerator in the world, with 
ample food storage capacity for the 
average family. Freezes ice faster—20 
cubes (2 Ibs.) at a time. It is powered 
with the famous G-E sealed-in-steel 
mechanism—the same principle as in 
the world famed Monitor Top—and 
requires no attention, not even oil- 
ing. All-steel cabinet, baked Glyptal 
enamel exterior, and stainless steel 
freezing shelf that cannot chip or rust. 
5 years’ protection on sealed-in-steel 
mechanism available at $7 additional. 


The New “Companion” Electric Range 


The new automatic G-E “Companion” 
range is most compact, yet has ample 
capacity for a family of eight. Unique 
design and construction gives almost 
unbelievable speed and low cost in 


operation. Three surface units, and 
spacious oven that readily accommo- 
dates 15 lb. turkey. Automatic tem- 
perature control. Finished top and 
front with stainless porcelain. 


At their startling low prices and 
incomparable low operating costs, the 
new G-E “Liftop” refrigerator and 
“Companion” range are ideally suited 
for the home with reduced income, 
the small house with restricted floor 
space, the summer cottage, roadside 
stand and for many other purposes. 
They open up a vast new market 
throughout America ...a mass market 
amazingly rich in selling possibilities. 
Progressive retailers are invited to 
join with us in this great new sales 
program. Write or wire for details. 
General Electric Company, Specialty 
Appliance Sales Department, Section 
HA7, Nela Park, Cleveland, Ohio 








plus freight 


— of General Electric research and engineer- 
ing! An amazing new refrigerator at lowest cost 
in all G-E history! Daring in conception, revolutionary in 
design, the new General Electric “Liftop” refrigerator is 
as epoch-making as the first General Electric Monitor Top! 














BOTH FOR THE PRICE OF ONE! 


Designed for either separate installation or 
as one combined unit. Now both Py 50 re- 


frigeration and elec- 

tric cookery are avail- Q 

able at a9 gice pre- 

viously oaill for one— "9 


freight 
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NOW more CIRCULAR SAW SALES! 
ATKINS Work-alTlome SAW 

















AT NEW LOW PRICES 


fere’s a line of circular saws to meet 
increasing demands of Home Work- 
shop fans in your community! 


ATKINS Work-at-Home SAWS 


Made of high quality Sheffield Steel © at 
and backed by the ATKINS warranty. er nec 
They’re priced to meet all competition. 
And they come mounted on individual 
display cards that compel attention. 
ATKINS Work-at-Home Saws sell 


themselves—you get the profits! 


Ask your jobber about Atkins 
Work-at-Home Saws. If he 
can’t supply you—write to us. 









No. 8 Cut-Off 






ATKINS Work-at-Home Saws 
are made in the following 
No. 2 Rip standard sizes only: No. 37 Combination 






6° and 7" Dia. ----.-.-.- 17 and 18 gauge - - - - - - - - lf,"’ hole 
8” Dia. ------- 17 and 18 gauge - - - - - - - - 1" and 54" holes 
10” Dia. ------- 16 gauge -------- 5%" and 34" holes 





SHEFFIELD SAW WORKS 


E.C.ATRKINS*°COM PANY 


INDIANAPOLIS, INDIANA. U.S.A. 
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Business 40% Better— 
HOLESALE hardware firms 


in 14 states report business 

for the first six months of 
1934 approximately 40 per cent ahead 
of the same period for last year. 
Their estimates of price advances, for 
the same comparative periods, run 
from 7 per cent to 17 per cent. These 
two figures show very definitely that 
tonnage has increased substantially. 
An effort to analyze the most active 
lines of merchandise does not bring 
to light any abnormal relative de- 
mand, but indicates that business is 
well spread through all lines. Retail 
stores in county seat towns are active- 
ly busy, but stores in many com- 
munities of less than L000 popula- 
tion have not had a share in this im- 
provement. These brief comments are 
based on personal calls during the 
past five weeks, prior to Federal 
Reserve figures made public on July 
9, yet entirely in accord with them. 
Every town with some form of in- 
dustrial activity has prospered under 
NRA wages and hours provisions. 
The stores serving corn-hog-wheat 
areas have been busy and have been 
greatly helped by governmental 
money distribution. Some sections 
complain that the money has not 
been distributed on schedule, but as 
far as I can learn any delay is short 
and corrected promptly. It is cer- 
tainly the disposition of those in 
charge to get this farm money into 
circulation. 


Summer Slump Bugaboo— 


Although all but three wholesalers 
I visited reported a slowing up start- 
ing May 15, I heard little talk about 
the traditional summer slump. A 
number of wholesalers are encourag- 
ing their dealers to push strictly sum- 
mer lines such as sport goods, bever- 
age sets, fans, bird baths, swim suits, 
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By CHARLES J. HEALE 


Editor, Hardware Age 


lawn and porch furniture, etc., be- 
lieving this will be a good year for 
such merchandise, due to the long 
delayed purchases of the average 
family. The sale of tools, paint and 
hardware for needed repair jobs has 
been interesting to study. The Na- 
tional Housing Act should further 
stimulate such sales -perhaps to the 
point where production facilities may 
be sorely taxed. Certainly, the need 
for paint is too obvious. [| drove 
nearly 3500 miles through 14 states 
and was shocked at the shabbiness of 
farm buildings, village and_ city 
homes. The lack of repair and of 
paint is not restricted to those of 
limited incomes with modest homes 
but is equally as noticeable among 
the better type dwellings. Were it 
possible to get about one fourth of 
the necessary repair and painting jobs 
under way before August 1, I don’t 
believe we could find the help nor the 
materials. This country needs paint 
and repairs and needs them badly. 
In a great many ways, the new Hous- 
ing legislation is the most useful 
governmental aid for it promises to 
stimulate business through needed at- 
tention to homes. The farm money 
has not been spent wisely in many 
quarters. The automotive industry, 
with its great courage and strong mer- 
chandising instincts, has sold new 
cars to farmers who should have put 
the money into paint, equipment or 
fertilizer. 


Fall Futures Very Good— 


One of the brightest spots in the 
hardware picture is the heavy record 
of future orders calling for fall deliv- 
ery. This bespeaks confidence in the 
market outlook and indicates that the 
hardware trade is going to be ready 
for an expected substantial fall busi- 
ness. Here again, a study of orders 
shows a wide variety of goods spec- 
ified. The majority of wholesalers 





mong Ourselves 


reported futures better than in many 
years. Some said the best in five 
years and others said the best in 10 
years. 


‘*Tourists 
Accommodated”— 

This sign is increasingly prominent 
in towns located on the main high- 
ways. The increased popularity of 
tourist homes is worrying the hotel 
industry. Road signs, newspaper ad- 
vertising and circulars are being used 
to combat this competition. The usual 
charge is $1 per head in tourist 
homes. Some places charge 25 or 50 
cents extra for a bath but most of 
them provide bathroom _ facilities 
without extra charge. Practically all 
offer parking space without charge 
and they do an active business from 
June to October. Except in Chicago. 
| found hotels half empty. Room 
clerks were more attentive and rates 
somewhat flexible; all due to the in- 
roads of the many thousands of tour- 
ist homes. The tourist home is a fine 
market for the hardware merchant 
who will visit such places in his town. 
Most of them have heavy laundry 
bills and are interested in washers 
and ironers, electrically operated. 
They need electric fans, electric 
lamps, hooks for clothing, extra lock 
keys, and must keep their places in 
good repair, well painted. Their 
lawns must be in good order, the 
shrubs also must look presentable for 
the outside appearance of these tour- 
ist homes attracts business or drives 
it elsewhere. It is a real industry 
and worth cultivation. Some of these 
tourist places serve meals, which of- 
fers a market for inexpensive dishes. 
table ware, paper napkins, and good 
cooking utensils—and perhaps a new 
stove. Every town has its quota of 
such establishments and they all need 
merchandise found in hardware 


stores. 
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Road Signs— 


Different people have different 
ideas about advertising. A Pennsyl- 
vania roadhouse advertises, “If you 
can't chew one of our steaks, just 
leave it on the plate. The next cus- 
tomer may have better teeth.” An- 
other has a sign reading “We don’t 
sell beer on Sundays and damn little 
any other time.” Both of these ap- 
proaches are negative and perhaps 
“supposed to be funny.” These do 
not encourage me to buy, yet I must 
admit that both places were busy 
when I| passed them and apparently 
their signs had an appeal to some 
cash customers. 


The Parking Problem— 


The motorist from out of town 
finds parking his most difficult prob- 
lem. In the small towns and large 
cities it’s the same tough job. Res- 
taurants and retail stores lose busi- 


ness every day due to lack of park- . 


ing facilities. Bucyrus, Ohio, reserves 
the parking space about its public 
square for the out of town tourist. A 
number of other towns reserve cer- 
tain choice, downtown locations for 
the same purpose. I note that such 
parking places are usually well filled, 
yet there is always some room which 
is a great help. Talking with mer- 
chants, I find opinion greatly divided 
on the subject. One group believes 
the residents should have every pref- 
erence because they are constant cus- 
tomers whereas the tourists come and 
go. Others say the residents park 
all day long and with or without con- 
venient parking facilities buy their 
requirements anyway, whereas every 
dollar obtained from the out of town 
buyer is an extra dollar’s worth of 
business for the merchant and the 
town. It seems to me that parking is 
a problem which should be intel- 
ligently handled for both residents 
and transients, for it is obvious that 
congested streets hurt the retil busi- 
ness. A customer in a car will glad- 
ly drive an extra block or a mile to 
shop if there are parking facilities at 
such a distance. Here and there, a 
Chamber of Commerce will advertise 
“ample parking space” as a means of 
drawing trade, but the majority of 
shopping centers have police signs 
reading “no parking.” 


Rabbits and Birds— 


The drought in western states has 


The pro- 


been a serious problem. 
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longed dry-spell plus the invasion of 
chinch bugs may keep the Iowa corn 
from reaching its traditional height. 
But at that the corn crop looked bet- 
ter than might be imagined from 
the reports in the papers. From the 
hardware standpoint, the effect on 
hunting is important. Dealers tell me 
that rabbits are very plentiful and 
are often the source of most ammuni- 
tion sales. The ducks may be less 
plentiful but upland birds are numer- 
ous and withethe rabbit will keep the 
shooters very busy. 


1934 World’s Fair— 


Had I not seen the Century of Pro- 
gress last year, I would have enjoyed 
the 1934 exhibition, for it is better 
arranged and easier to see. It does 
seem to lack the essential elements of 
new displays, etc., necessary for a re- 
peat show. Again, I visited the several 
model homes in which everything but 
the hardware is of best quality and 
immediately identified. The atten- 
dants of all but one model home were 
unable to tell me whose hardware was 
used or how much it cost per house. 
They did find out but with marked in- 
difference. I did not see all the model 
homes, but saw most of them. Every 
picture on the wall, each piece of fur- 
niture, lighting fixture, window glass, 
mirror, etc., is quickly identified and 
of recognized good quality in keeping 
with the model home idea. The hard- 
ware is of average grade and will fail 
completely to stimulate interest in 
quality hardware of good design. 
Here was a wonderful opportunity to 
promote the best available patterns 
and materials of hardware where mil- 
lions of prospects would have seen 
the display. But I am afraid that the 
millions will be more impressed with 
mirrors and furniture than with the 
hardware. There are sufficient model 
homes in the World’s Fair to have 
provided a banner exhibit for most of 
the leading makers. Their very best 
in design and materials should have 
been supplied, whereas it is apparent 
that the best price got the order which 
is the wrong psychology for furnish- 
ing equipment to be seen by the mil- 
lions. 


Home Workshop— 

To hardware men, the most inter- 
esting World’s Fair exhibit is the 
model home workshop in which a 
group of manufacturers cooperated. 


Here is the best and the latest of 
homeworkshop equipment available 
from the shops of the participating 
producers. I looked through the 
registration cards of 310 Sunday visi- 
tors. Among them were six hardware 
dealers from nearby states. The con- 
sumer list (304 at 4 p. m.) included 
a most varied cross section of Amer- 
ican social and business life. There 
were doctors, dentists, lawyers, 
preachers, bankers, teachers, truck 
drivers, retired farmers and almost 
every other calling except the mechan- 
ical pursuits. There were a few 
chemical and food engineers but their 
work is hardly mechanical. As shown 
in their registration cards these 304 
visitors are interested in power equip- 
ment, hand tools, elaborate turning 
lathe sets, etc. Complete details of 
this display will appear in HARDWARE 
AGE, in the Aug. 30, 1934 issue which 
will also contain further particulars 
on the spread of local homecraft 
clubs. The homecraft customer is the 
type of fellow the hardware merchant 
will enjoy serving. Price is not a 
factor. The service, quality and preci- 
sion available in equipment make 
sales. These amateur craftsmen take 
their hobbies very seriously and are 
willing and prepared to spend some 
real money for the very equipment 
which is or should be standard in 
your store. It is well to remember 
that they are serious about their 
homeshops and to be interested in 
their handiwork. The man who selects 
woodworking, metalworking, leather 
tooling or the other handcrafts is as 
keen for new equipment as is the most 
ardent golfer, angler or hunter and 
is often more serious in his views. 





Museum of Wood— 


The Museum of Wood is located 
at Ingleside, Nebr. It must be a very 
interesting place. I have received 
from this museum an ingenious pair 
of wooden pliers, which operate, 
though no larger than half of match 
stick. Delighted, I wrote and said 
thank you. And now I have a pair 
of multiplex pliers, also made from 
wood. There are really seven pliers 
of varying sizes, cut from one piece 
of wood which when bulked (closed) 
is hardly as large as a pocketknife. | 
don’t know how these are made, or 
how many are sold but they are most 


interesting and novel. 
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How the Rocky River Hardware Co. Sells 
Fifty Thousand Dollars in Its Sporting 
Goods Department 


LUB organization work, close 
C trade contacts, expert gun ser- 
vice, active sports participa- 
tion in range and field, powerful 
window stimulants and a clearing 
house of information, has enabled the 
Rocky River Hardware Co., 19203 
Detroit Rd., Rocky River, Ohio, to 
sell up to $50,000 in a single year on 
spoiting goods alone. One of the 
chief factors in their success is the 
ability to push such merchandise 
over an entire 12-month period. 
Robert F. Kunkel, president and 


manager of the firm, has recognized 
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the hardware dealer’s opportunity in 
this field. Four years ago he em- 
ployed W. R. Amos, rod and gun 
expert, to take charge of the depart- 
ment with instruction to make the 
store a recognized headquarters for 
the big users of arms and ammuni- 
tion. That Mr. Amos has done this is 
evident in the store’s record of hav- 
ing served 12 police departments with 
revolvers and ammunition as well as 
supplying the Federal Reserve Bank 
and the money transportation com- 
panies. Beyond this, the Rocky River 
Hardware has built up an enviable 


Across the sporting goods corner 
of the Rocky River Hardware 
store a line of feet and tails of 
predatory birds and animals is 
strung. Members of the Western 
Cuyahoga Sportsmen’s Assn. 
bring them in after their drives 
on such vermin. Hunters will 
contact this corner frequently to 
post their latest kills. 




















clientele among the sporting public 
of northern Ohio. 

Mr. Amos, sporting goods man- 
ager, is an expert pistol and rifle 
shot and has many trophies to his 


credit. This means that he is well 
recognized on the ranges in this sec- 
tion of the state and his associations 
have been responsible for a huge 
volume of business. His active mem- 
bership and participation in many 
clubs around Cleveland and Rocky 
River gives him a steady shooting 
schedule with dates practically every 
night in the week. And every date 
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means ammunition business for his 
store while adding prospects for guns 
and supplies of all kinds. A small 
leather case of cartridges is carried 
to each meet and those who do not 
bring their own supplies will buy 
from him. 

“The average meet.” says Mr. 
Amos, “means the sale of about 1500 
rounds, while a recent state shoot 
held in Cleveland brought a turnover 
of between 5,000 and 6,000.” Con- 
sidering the continuous string of 
matches attended, this means a favor- 
able profit and the personal contacts 
are of utmost importance because 
new acquaintances spell the sale of 
guns, telescopes and range supplies. 
Beyond this, new customers for the 
hunting season are developed and, 
since many shooters are ardent angler 
also there is the tackle business to 
consider. 

By maintaining a recognized range 
authority, the Rocky River Hard- 
ware has been able to increase its 
outlet for arms and ammunition. Mr. 
Amos keeps in close touch with in- 
terested shooters and has aided in 


the formation of at least a dozen 
clubs. This means increased users of 
his merchandise. 

An intimate knowledge of firearms 
serves the store in another way. 
Shooters, who come to know the 
sporting goods manager, bring their 
guns to him for realigning of sights, 
repair work and advice. This means 
he not only does their service work 
but he is in a position to make recom- 
mendations. New sights are often 
added, new arms are purchased and 
miscellaneous supplies are called for. 
The fact that reliable service can be 
secured, has influenced many of the 
surrounding police departments to 
fill their needs here. Beyond this. 
there is always a complete line of 
ammunition and a dependable stock 
of arms. Police needs require 100 
per cent service and the Rock River 
Hardware aims to fill their every 
need. Probably no other hardware 
in the state serves as many depart- 
ments. 

Setting up manufacturers’ adver- 
tising on the range has aided in the 
sale of ammunition. Mr. Amos also 


passes out his own personal cards 
which aid in bringing repeat busi- 
ness to the store. He mixes freely 
and, because of his knowledge of 
firearms and range procedure, he has 
acted as instructor to large numbers 
of shooters. The Rocky River Rifle 
Club, which he organized and _ in- 
structed, recently took third place in 
a state-wide shoot at Grays Armory, 
Cleveland, among competing clubs 
from all over Ohio. And few of the 
members had taken part in match 
shooting before. 

Range fans are big buyers of sport- 
ing goods. Just to indicate the de- 
mands in this field, Mr. Amos points 
out that close to 100 target rifles of 
.22 caliber are sold by the store in 
a year. “The average sale,” he says, 
“will run over $40 while some of the 
arms are priced up to $140. Then 
there is the telescope business to 
consider. We sell around 50 tele- 
scopes per annum at prices of $20 to 
$115. Aside from this, there is the 
supply turnover, including such 
things as shooting coats, slings, 
cleaning rods, oil. solvent, target 


A tie-up with the local taxidermist and an exhibition of old muzzle-loading guns make the Rocky River Hardware Co.’s window 
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carriers and reloading equipment. 
Then there are the hunting needs to 
consider since a large percentage of 
club members are field sportsmen. 
Beyond this, you have a steady am- 
munition turnover through 12 months 
of every year, as well as constant 
repair and service work.” 

Aside from the rifle, pistol and 
gun clubs, there are the sporting as- 
sociations to contact and friendly 
participation means a bigger turn- 
over of fishing tackle and hunting 
equipment. One of the associations, 
which Mr. Amos aided in forming, 
the Western Cuyahoga Sportsmen’s 
Association, maintains headquarters 
at the store. Today you will see 
strung on a wire across the sporting 
goods corner of the hardware a long 
line of feet and tails denoting the 
predatory birds and animals which 
association members have killed in 
their drive on vermin. This brings 
added interest to the store and 
hunters will contact it frequently to 
post their latest kill. To give the 
sporting corner still more atmos- 
phere, mounted game, birds and fish 
as well as photographs have been 
set up for the inspiration of cus- 
tomers or prospective patrons. Since 
casting is also a part of nearly every 
association, there is an equal oppor- 
tunity for fishing tackle promotion. 
At the Rocky River Hardware, 
they post notices of surrounding 
shoots and association meetings. 

One of the things that has made 
the store better known for miles 
around is the extensive stock of cap 
and ball muzzle-loading equipment 
for both rifles and revolvers. There 
is a good demand for this since few 
stores carry a varied supply. Mr. 
Amos has made himself an authority 
on the subject and he carries a small 
armory of old revolvers, flint locks 
and Kentucky squirrel rifles, seme 
of them 180 years old. Practically 
every size ball and primer in use is 
maintained in stock as well as pow- 
der and reloading equipment, and 
fans in this field come from 100 miles 
around to get their supplies. Mr. 
Amos keeps in close touch with their 
needs and endeavors to fill every 
demand. 

The Rocky River Hardware 
recognizes the importance of front 
window displays and considerable 
space is given over to the sporting 
goods department. A tie-up with a 
local taxidermist is made wherein he 
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supplies mounted fish and game for 
display purposes in return for the 
recommendation of the store where 
his cards are passed out. Mr. Amos 
follows the hunting and fishing sea- 
sons closely and sets up his windows 
to portray the immediate season and 
the interests of Ohio sportsmen. 
These are changed about every two 
weeks to increase the pulling power. 
The mounted fish or game arrests 
immediate attention and many there 
are who drive into Rocky River just 
to view the latest showing. A row 
of old muzzle-loading rifles on pegs 
along the side gives the window an 
added touch of interest. Merchandise 
to fit the season is appropriately 
included with each display. The im- 
portance of window exhibits is easily 
recognized from the number of cus- 
tomers who enter and demand items 
as shown in the display. 

Keeping in close touch with the 
sporting fraternity and stimulating 
interest in the varied pastimes has 
had its effects. Last fall, the store 
sold 71 cases of shotgun shells alone 
and during a year they turn about 
$2,000 in high-power cartridges for 





hunting purposes. Of still greater 
importance is the enormous business 
in .22 and .38 caliber cartridges for 
range work, the turnover in target 
rifles and revolvers, the police de- 
mand for arms and ammunition, the 
heavy hunting season call for rifles 
and shotguns, the big accessory call, 
the fishing tackle business and the 
steady volume of service work. 

The fame of the Rocky River Hard- 
ware and its sporting goods di- 
rector has spread in many directions. 
Not long ago a friend in the Hawai- 
ian Islands recommended the store 
to another with the result that they 
got an order for a rifle to be shipped 
to that far away address. The order 
was filled. 

Securing sporting goods customers 
has many benefits. Usually the buy- 
ers of guns, ammunition and tackle 
will recognize the store from the 
hardware standpoint also, so that the 
turnover: may be unlimited. Exten- 
sive cultivation of the trade, with an 
expert in command, has enabled the 
Rocky River Hardware Co. to turn 
up to $50,000 in sporting goods 


alone during a single year. 


See pages 18 to 20 of the 1933 

Directory Number of Hardware 

Age for a Chart of the Open 
Seasons for Game (1933-34) 








The window display of the Parks 
& Barker Co., Chardon, Ohio, offers 
suggestion for other hardware stores. 
Items from the regular hardware 


stock made up this “millinery” dis- 
play that attracted much attention. 
Such “stunts” if put on occasionally 
cause favorable publicity. 
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Government Astrologers Are Not New 


ENRY WARD BEECHER, 

the great Brooklyn preach- 

er, wrote that no one could 
be happy unless he derived his 
pleasures from little things. Some 
of the most charming people are 
those who think in a whimsical way. 
Usually such people have a sense of 
humor. Nothing is more tiresome, 
especially in hot weather, than a 
serious self-important bore whose 
conversation is always along the 
line of settling world problems. 
Therefore, it seems to me, especially 
in hot weather, we should lay aside 
our ponderosities, and fix our minds 
on amusing trifles. 

For instance—there is our es- 
teemed President. They tell me he 
has quite a sense of humor, and how 
he must have laughed when he set 
sail on the cruiser Houston with his 
two sons for the long, breezy, cool 
ocean trip at the expense of the na- 
tion while millions of us sit and 
swelter. 

That last address of his was not 
quite as popular as its predecessors. 
He asked the question of the coun- 
try: “Aren’t you better off than you 
were a year ago?” It is dangerous 
to ask questions like that. This 
question may set a good many 
people to thinking, and_ probably 
quite a considerable part of our 
population don’t think they are bet- 
ter off than they were a year ago. 
For one thing, if their incomes have 
been reduced and their taxes have 
been increased, and they have had to 
cut down their surplus savings in 
the banks, they may decide that they 
are not better off. 

There are just 50 per cent as 
many banks open in the United 
States today as there were a year 
azo. Probably a good many of the 
presidents, directors and stockhold- 
ers of these closed banks may an- 
swer: “No, sir, we are not better 
off than we were a year ago.” 

In the Literary Digest we see that 
about 60 per cent of those who an- 
swered their questionnaire are in 
lavor of the New Deal, while 40 per 
cent are opposed to it. I suppose 
included in this 60 per cent are all 
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the government employees, heads of 
bureaus and their assistants. We 
also read the statement that in the 
United States today there is one per- 
son drawing government pay out of 
every six. I can remember when 
this was true in France a number of 
years ago, and it was looked upon 
as a serious defect in the French sys- 
tem of government. 


* * * 


We smile when we note how the 
price of gasoline is quoted at the 
wayside stations along the roads. In 
large figures you note “13 cents.” 
That seems to be a low price—but 
in smaller figures, hardly noticeable 
from the car, you note a tax of four 
cents per gallon, so the net is “17 
cents.” 

Then, if you keep your car in a 
garage and the car is filled up there, 
the cost is $.22 per gallon, just five 
cents more. Upon inquiry, the 
garage man informs you that the 
extra five cents is for a special high- 
grade gasoline, also for the service. 
You are further informed that this 
is in accordance with the code, and 
the garage must charge this price. 


Ho hum! Ho hum! 


* * * 


Some 30 years ago, a relative of 
mine who happened to be an ad- 
miral, invited his nephew to take a 
cruise with him. It was interesting 
to note the terms of the invitation. 
This nephew was informed that he 
would have to pay for all his rations 
at the established naval officers’ rate. 
He would also have to pay for all of 
his bed linen, towels, etc., and his 
laundry bills. The only thing sup- 
plied by the government was trans- 
portation. In other words, as this 
ship was to take a world cruise, it 
was figured out that carrying an 
extra guest of the admiral would 
practically cost them nothing. Ac- 
cording to the naval regulations at 
that time, no guests were to be taken, 
even by an admiral, if there was any 
cost whatever to the Government. 

Now I am wondering whether the 
President’s sons will have their trip 
free or not. I understand the Presi- 


dent has a personal expense account 
of something like $75,000 per an- 
num. I wonder if John and Frank- 
lin, Jr., go on this expense account. 

It is very small of me to speak 
of a thing like that. I know it. But 
my taxes are being regularly in- 
creased, and somehow my alleged 
mind travels to small problems of 
national economy, such as this. 

Then there is the First Lady of 
the land. She is certainly some 
traveler. She prefers to go by air- 
plane. I am wondering if these trips 
also come out of the Presidential ex- 
pense account, or whether it comes 
under the head of service rendered 
to the Government. The President 
must have some family expense ac- 
count. 

* * * 

Notwithstanding the warm weath- 
er, the other night I was reading 
my favorite book in the Bible, Ee- 
clesiastes. This book supposedly 
was written by Solomon. From his 
own description of himself, it must 
have been Solomon who wrote it. 
He reviews his own record in the 
light of his accomplishments and 
his possessions, and he sets down 
in his conclusion that he did more 
and accumulated more than any 
other gentleman up to that time in 
Jerusalem. According to Ecclesi- 
astes, Solomon would have made a 
first-class advertising man. How- 
ever, at the end of it all, in his old 
age, notwithstanding his lands, his 
herds and buildings, his wives and 
his concubines, he decided and so 
states, that “Vanity, vanity, all is 
vanity.” 

In one of Solomon’s verses in Ec- 
clesiastes, he states an interesting 
fact—“There is nothing new under 
the sun,” and this statement, like 
many of his other statements, gave 
us food for a hot summer evening’s 
reflection. We checked back on the 
new things in the world, with the 
idea of finding out if these appar- 
ently new things had existed before 


in some form. For instance, in 
King Arthur’s Court there was a 


great astrologer named Merlin. 


Mark Twain in his book, “A Con- 
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necticut Yankee in King Arthur’s 
Court,” pays his respecis frequently 
to Merlin. 

Merlin, I believe, lived in a tower. 
In this tower he consulted the stars 
and other heavenly bodies, and from 
his observations cast horoscopes. In 
other words, Merlin’s tower appears 
to have been the research depart- 
ment of King Arthur. When Mer- 
lin had everything figured out in 
regard to the past, the present and 
especially the future, then he 
dropped in on King Arthur and 
gave him the works. Merlin was 
known as an astrologer, and he was 
feared and respected by all. In the 
pictures that come down to us he 
wore a long beard, and was adorned 
with a high peaked cap and a flow- 
ing robe, upon which were embroid- 
ered the sun, the moon and the stars. 
Merlin was a portentous figure in 
court, and I am even led to believe 
that he must at one time in his 
have been a dirt farmer, 
otherwise he might not have been ac- 
ceptable to all the Knights of the 
Round Table. 

As I review the history of those 
ancient days, I find that every first- 
class court had its astrologers. 
Bringing this line of thought up to 
date, and checking up with Solo- 
mon, it does seem that even our 
Brain Trust in Washington, that has 
been the subject of so much com- 
ment all over the country as a new 
development, is not new. When 
Doctor Wirt paid his respects to the 
Brain Trust, and I have carefully 
read the record of this, I saw no 
reference to the fact that these Brain 
Trusters have good precedence for 
their governmental occupation, in 
the astrologers who supplied ad- 
vance information to the rulers in 
ancient times. 

Following this thought, my mind 
goes clear back to Greece. In those 
days the Brain Trust took a different 
form, but the idea was the same. The 
Greeks had their oracles. No Greek 
kinglet would think of entering 
upon any war or any other national 
enterprise of importance without 
consulting one of these oracles, the 
most important of which was the 
Oracle at Delphi. It was customary 
for these oracles in predicting the 
future to have an animal sacrifice. 
When the animal was cut open, the 
priests would delve into its innards, 
and from them make their predic- 
tions for the future. 


career 
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Then we come to the Hebrews. 
They didn’t have oracles, but every 
Hebrew king had on his expense ac- 
count a prophet, and these prophets 
criticized his conduct and warned 
him of the things that would hap- 
pen in the future. Some of these 
prophets, such as Jeremiah, who 
evidently suffered from a liver com- 
plaint, must have been exceedingly 
annoying to the rulers. Jeremiah 
was certainly a pessimist, and not 
for the life of him could he see any- 
thing but the hole in the doughnut. 

So, after these meditations, we 
have decided to O. K. Solomon. The 
Brain Trust is not new. They are 
simply lineal descendants of the as- 
trologers, oracles and __ prophets. 
Therefore, one is even tempted to 
suggest that members of this guild 
in Washington should wear a special 
garb, decorated with constellations, 
half moons, etc. I think Tugwell 
would look particularly well in a 
peaked hat and a long embroidered 
robe of this type. 

I almost forgot, in my wander- 
ings, that when Marco Polo visited 
Kublai Khan on his famous journey 
to China, he was employed by this 
wise ruler as a member of his “Brain 
Trust.” Marco Polo informed the 
Chinese about many of the improve- 
ments in government that were en- 
joyed by the Venetians, and as a 
matter of fact impressed the Khan 
so favorably that when he returned 
to Venice the Khan asked him to 
come back at his expense and bring 
with him from Venice about a hun- 
dred of their most learned men (the 
original Brain Trust) to help the 
Khan rule over the millions in 
China. 

* * *% 

Even in this hot weather, chilling 
events occur. What will be the end 
of all these murders and primitive 
savagery in Germany? I wish I 
knew. I would like to consult one 
of our modern astrologers on the 
German situation. The chances are 
that Hitler is insane, and the 65,000,- 
000 people of Germany are actually 
in the hands of an all-powerful mad- 
man. What could be more interest- 
ing than to look into the future and 
find out what is going to happen to 
Hitler? I suppose a Brain Truster, 
if given this problem, would figure 
it out on the basis of percentages. 
For instance—his chances of being 
assassinated are about 60 per cent, 
of his committing suicide about 20 


per cent, and all other possibilities 
of a finish about 20 per cent. 

Hitler, of course, is a fanatic, and 
no one concentrates on his job more 
intensely than a fanatic. Fanatics 
have a main objective, and are not 
disturbed by side issues of any kind. 
They never have a sense of humor. 
In all of Hitler’s pictures, especially 
when he is giving the Nazi salute, 
he is dead serious. As we think of 
him, our minds go back again to 
the Bible and this statement con- 
tained therein: “He who lives by the 
sword shall die by the sword.” 

The most difficult thing for me. 
in my own thinking, is to orientate 
myself into accepting the facts that 
I read in the daily papers. Mur- 
ders, electrocutions, hangings, kid- 
napping, shooting fellow human 
beings lined up against a_ wall. 
bloody strikes. Are we actually liv- 
ing in such a world? It is hard to 
believe. 

* * * 

My thoughts wander to Cuba, one 
of the most fertile islands in the 
world. Of course Cuba, following 
the example of other nations, even 
England, will default on her debts. 
Wouldn’t it be rather humorous if 
Cuba should do this, and then set 
up a government strong and simple, 
making all of her tax laws on such 
a basis that rich Americans would 
be attracted to Cuba as a place to 
live and escape the burden of tax- 
ation in this country? Florida in 
a measure did this in arranging her 
taxes. Florida attracted many mil- 
lionaires, who went there not only 
because of the climate, but to escape 
taxes. 

Just think of the opportunity fac- 
ing Cuba, to attract a great spend- 
ing population of rich Americans. 
Nothing could bring about prosper- 
ity more quickly than people flock- 
ing to a country already worth large 
sums of money. Cuba wouldn't 
have to wait to earn a surplus from 
sugar and tobacco. That method of 
accumulating wealth is very slow. 
but if Cuba could become the great 
American low-tax play country, then 
her prosperity would be immediatel) 
assured. 

But, of course, Cuba won’t do this. 
It must be Cuba for the Cubans, 
even if the Cubans starve. It is only 
necessary to study the pictures of 
the rioters in Cuba to appreciate the 
fact that Cuba will not adopt this 
suggestion. 
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Number Two of a "Series of Articles entitled “Use Y= Right Selling Word’ 








Pleasure 
Words 


The salesman with a fortunate gift of ex- 
pression makes many sales that would be 
lost to others. This series will help you. 
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LEASURE WORDS those Word-Graph Il 
words that suggest pleasure 
in possession of the article SALES LIABILITIES SALES ASSETS 
are of prime importance in building Good feature. Highly desirable feature. 
word equipment with high sales pos- Please you. Satisfy you—SATISFY is nearly always 
sibilities. Pleasure and satisfaction a cr aaeeaecenmremeentenmmcanreme 
are derived from even the most prac- —— =. mines + Mentniieswncensnacoe: Aten 
tical articles in everyday use. For Pleasing, nice. Gratifying,’ satisfying, enjoyable. 
instance, an article that is practical Weak modifying adverbs and adjectives— | Strong modifiers and pleasure words—such 
j ss : : 5 very, much, quite. as keen, great, lively, lasting, always, ut- 
and economical is bound to give most, e.g.: KEEN satisfaction; LIVELY 
freedom from. care, and_ therefore ne ac 
“carefree” is “ pleasure weed to be Nicely gotten up. Beautifully finished. 
used in selling it. Awfully good. Most effective, most satisfying, keenly en- 
joyable. 








Pleasure words are not neces- 
sarily gushing ones, but it is well to 
remember that pleasure is but a (Another Word-Graph Next Issue of Hardware Age) 
general term to express a feeling of 
satisfaction or gratification. On 
many occasions, you can use _plea- 
sure words of higher sales content 





THE WORDS THAT IMPLY A This is number two af a series of articles written to 
HIGHER DEGREE OF PLEASURE 
O N 

R LIVELY SATISFACTION. help you and your sales staff make more favorable 


The previous Word-Graph charted 
some of the most commonly used 
words of low sales content. This 
Word-Graph shows how to reinforce 
the selling vocabulary with forceful 
words conveying pleasure and en- 
joyment through possession! 


impressions upon your customers and consequently 


more sales and more repeat business for your store. 
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An attractive arrangement of stoves, 
kettles and other preserving accesso- 
ries by the Carter Hardware Co.., 
Macon, Ga., is shown at the foot of 
this page. Here a large corner win- 
dow was used to make an impressive 
showing of this line of merchandise. 
The uniform sized price tickets were 
a very important factor in making 
this window appear well. The 
natural tendency to look at the sev- 
eral tickets, all the same size and 
shape, assures the various items 
being seen. The window is not 
overcrowded and yet, due to the size 
of the available space, a wide selec- 
tion is displayed. 

Picnic time is a great opportunity 
for the hardware store that makes a 
special bid for trade in picnic goods. 
A simple and effective display is that 
shown on page 33. In this window 
a set of steps are covered with arti- 
ficial grass and an extremely simple Carter Hardware, Macon, Ga. 
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In this particular window the light 
portion of the background was per- 
manently painted ivory color, but if 
a temporary background were used, 
it might appear well if in pale yel- 
low to suggest bright sunshine and 
to harmonize with the darker green 
of the artificial grass. 

The sketched suggestion for the 
preserving window calls for another 


simple display. Here the Harpware - 


AcE interchangeable display fixtures 
are used. (A sheet of instructions 
for building them is available for 
the asking.) From the top of the 
window to the central background 
stout strings are attached and fruit 
and vegetables are fastened, as indi- 
cated by the crosses in the small 
sketch. This window will appeal to 
the housewife. 

The interesting sporting goods 
window is another relatively easy 
window to install. The chart tells 
how the old tennis racquets are 
made to represent players in action. 
A green “court” is laid out and 
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GET 2 CHEAP OR 
SECOND HAND RACQUETS, 
BORE HOLES IN HANDLE 
AS SHOWN .. PASS THRU 
FLEXIBLE COPPER 
WIRE ABOUT 1/2” 
THICK AND ADJUST 
SO AS TO ASSUME 

\ AN ACTION 
POSE 
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Arrangement of Hardware Age Inter- 
changeable Fixtures 





















white chalking or taping is applied. 
A small net is set up and you have 
a window that will certainly stop 
anyone even remotely interested in 
athletics. | HARDWARE AGE _ inter- 
changeables are used in this window 


also. 





A Pienic windew that is easily installed. Artificial grass and simple arrangement 


do the trick 
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Build Confidence to Protect 


The Future of 
Hardware Retailing 


Critical, but friendly review by Secretary Guilfoyle 

appraises competitive inroads on hardware store 

merchandise, and suggests means to regain lost 

volume business. Urges more active merchandising, 

advertising, modern lines, attractive stores and 
intelligent selling. 


RIOR to 1910, hardware retail- 
Pie consisted primarily of being 
alert and intelligent as to the 
requirements of the shopping area, 
and then being smart enough to 
know where to buy and at what price 
to buy them, lay in an enormous 
stock and control the market. 
Hardware stores in the latter part 
of the last century and the first 10 
or 15 years of this century were 
primarily 
were good purchasing agents. Mer- 
chandising was an unknown factor. 
Display was thought to be a giddy, 
silly idea of some of the big town 
merchants. 


successful because they 


Cleanliness was never 
considered, and the ease of shopping 
was something that never concerned 
the hardware 
hardware merchant used to be proud 
to know that he could put his mer- 
chandise anywhere, have it in most 
any condition and charge most any 
price for it as he knew the ‘public 
would have to come to him and 
would take it away from him—he 
was right then; but what a difference 
there is today! 

Competition started to affect the 
hardware retailer when national mail 
order houses sent out their attractive 
sales compelling and __ interesting 
catalogs, the beautiful pictures and 
the vivid descriptions of the mer- 
chandise, enthralling the gullible 
public and farmers who wanted the 
thrill of buying their hardware, 
housewares and wearing apparel 
from the big city. Then the hard- 
ware dealers got worried and they 


merchant. The old 
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got mad, but what did they do? 
Nothing—which has been their most 
consistent performance from the be- 
ginning of hardware retailing up to 
the present. They didn’t realize that 
the public was being weaned away 
from them. 

Now we will skip over a broad ex- 
panse of time and come down to 
practically the present—let’s look at 
the average city or community and 
we find hardware store merchandise 
being sold by more merchants than 
have perhaps attempted to steal other 


lines from their fellow local mer- 


By J. V. GUILFOYLE 


Secretary, Southern California 
Retail Hardware Assn. 


chants. We find hardware competi- 
tion now includes mail order chain 
stores, national chain stores, dollar 
stores, department stores, drug stores, 
grocery stores, malt shops, furniture 
stores, electric shops, radio shops and 
then we have the additional merchan- 
dising hazard in places of public 
utility companies reported to be sell- 
ing without regard to profit, gas and 
electric major appliances. Then we 
look around us and study the effort 
made by the circulation managers of 
newspapers, magazines, etc., and we 
find that they are using as prizes for 
circulation campaigns more _hard- 
ware and housewares items than any 
other line of business or merchan- 
dise. 

The old racket 


trading stamp 





Advertise—use newspapers, circulars, broadsides, post cards, etc. Have a proper 
place to prepare your advertising. 
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Hardware merchants who have two or 
more salespeople or employees who 
contact the public should insist they 
attend a salesmeeting twice a month 
to discuss new merchandise, the want 
book, get sales ammunition and to 
discuss the trends of customer demand. 


seems to bob up occasionally, and 
we find trading stamps and makers 
of canned cream, coffee and other 
foodstuffs, urging their buying pub- 
lic to save their labels and after they 
get ten million or more, to send for 
the catalog of premiums—when they 
study the premium list, it consists 
mostly of hardware store items. Then 
the direct sale from house to house 
canvassers and organizations that 
thought they could take their mer- 
chandise to the public at their homes 
developed a new phase of merchan- 
dise handicap. We find that 75 per 
cent of the merchandise so offered is 
hardware store merchandise. 

Later we find our National Gov- 
ernment employees and the em- 
ployees of our States, counties and 
cities, particularly in the larger cen- 
ters, who organize for the apparent 
purpose of protecting their salaries, 
and for perhaps some very cheap 
mutual insurance policies, or free 
hospitalization when they are ill, 
whose organizers and secretaries find 
the greatest drawing power for paid 
membership in employee groups to 
be the offer to purchase for them at 
wholesale their personal household 
requirements. The writer has seen 
dozens of pamphlets and mimeo- 
graphed catalog sheets put out by 
employees’ associations featuring 90 
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Information is passed from person 


to person. If you are not conduct- 

ing your store as you should this 

information will be of the damag- 

ing sort. Well dressed windows are 

one of the most potent aids to fav- 
orable comment. 


per cent hardware store items. 

Some marvelous cooperative pro- 
ducing and distributing groups hav- 
ing a basic marvelous idea and func- 
tion have grown into enormous pro- 
portions in the State of California. 
and undoubtedly their influence and 
purposes have been reflected in other 
States and regions, referring to such 
eminent organizations as the Farm 
Bureau, the Walnut Growers’ and 
Fruit Growers’ Associations. Yet the 
organizers and officials of these 
groups which have produced such 
marvelous help, aid, counsel and re- 
muneration to its members, have 
found it necessary to hold their mem- 
bership together by offering them an 
additional inducement. What is this 
inducement? Nothing but a further 
handicap to the hardware retailer 
because the members of these groups 
can buy all of their agricultural im- 


plements, supply parts, lubricants, 
oils, gasoline, tires and batteries, in- 
secticides, etc., and even their house- 
hold and house furnishings, at whole- 
sale. 

Then add to this situation the fact 
that most of our hardware jobbers 
find it most interesting and perhaps 
profitable to sell at wholesale prices 
those nervy persons who find out 
where the jobbers are located, and 
through a friend who has a friend 
that knows a friend their require- 
ments are filled. How these retail 
customers enjoy and use the privilege 
of buying their tools, implements, ac- 
cessories, supplies and housewares at 
wholesale prices through our job- 
bers! 

From a perusal of the foregoing. 
perhaps it will indicate to you that 
we must be selling important neces- 
sities—yes, that is the secret of the 
whole thing, we are in an important 
business selling, for the most part, 
absolute natural human requirements. 





The day is not far distant when 

there will be a standing rule in all 

hardware stores that salesmen will 

be obliged to wear their coats, or 

preferably a smock with a wrap- 
around belt. 


That’s why our business has induced 
so many unfamiliar with it to embark 
upon the selling of hardware and 
housewares. 

From the standpoint of a metro- 
politan area modern hardware store, 
it seems appalling that most of these 
dealers were negligent in not taking 
on many new lines years ago, that 
were offered them because they were 
articles of merchandise and supplies 
that would naturally be sought for in 
a hardware store. 

Years ago the hardware retailer had 
the gas stove and gas heater business 
right in his lap. 1 am afraid they were 








rather careless in not meeting com- 
petitive prices and demand of the pub- 
lic, and suddenly the furniture stores 
became active and, with the aid of de- 
partment stores, have stolen a large per- 
centage of the gas stove business from 
the hardware retailers. 

When lamp 
socket appliances were first introduced, 
they were handled by electric jobbers 
who wanted to keep this merchandise 
in the electrical field and refused to sell 
hardware dealers. 


household — electrical 


After the average 
electrical contractor-dealer so miserobly 
failed as a merchant, then the manufac- 
turers of these goods sought the hard- 
ware jobber, who wasn’t any too alert 
in accepting the task of distributing 
such appliances through the hardware 
retailer, but finally our jobbers did 
take the line on. Then, too, many hard. 
ware retailers felt that they shouldn't 
take on new lines that had to be pio- 
neered. 

Right here is one of the weaknesses 
of the hardware retailer—he is to let 
someone else pioneer a line and create 
a demand, and when the demand is 
apparent, he wants everyone to get out 
of the business so that he can enjoy 
the fruits of someone else’s endeavors, 
and he is annoyed when the others 
won't go out of business. Today the 
electrical household lamp socket appli- 
ance business should be in the abso- 
lute control of the hardware retailer, 
but he sells less, nationally, then 20 
per cent of the demand. Then he looks 
around and finds that drug stores and 
department stores are selling quite a 
few and that the prices are so much 
lower than the hardware retailer can 
sell at. Unfortunately, most drug stores 
are better druggists than they are 
buyers of household goods; therefore 
they would sacrifice the public’s inter- 
est in quality to a very serious extent. 

When electric refrigeration for the 
home became apparent about 1920, 
the manufacturers first sought the hard- 
ware man as an outlet because electric 
refrigeration supplanted an ice box, and 
most ice boxes had been sold by hard- 
ware retailers. But the hardware re- 
tailer in the average was afraid of 
electric refrigeration—of course, there 
were some regrets and disappointments 
in the early stages and more service 
than perhaps was necessary, but if the 
hardware retailer had been game 
enough to accept the pioneering respon- 
sibility, electric refrigeration would 
have been controlled by the hardware 
retail trade of the United States. 


What Must the Hardware 
Retailer Do? 


What must the hardware retailer 
himself do to regain the most impor- 
tant factor that will determine his 
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future? First, let us analyze this fact: 
The hardware retailer needs, more than 
anything else today, a renewal of pub- 
lic confidence. As to the means of 
regaining this confidence, perhaps some 
of the following suggestions might 
serve: 

Poor window displays and lack of 
-ufficient window display, which is an 
inherent failing of hardware _retail- 
ing. Inadequate and unsuitable illumi- 
nation of windows and stores is most 
apparent and requires a decided im- 
provement. Poor purchasing judgment 
is often apparent to the keen merchan- 
dising analyst who so often finds the 
type of merchandise selected by the 
hardware store entirely out of line with 
the environment and personnel of the 
community or buying radius of certain 
dealers. A retail hardware store, to be 
a success, should be conducted on the 
basis that, after all, it is but a purchas- 
ing agent of the community’s require- 
ments. Later developments in merchan- 
dise display have shown a tremendous 
improvement in that the modern open 
table display, with bins, shows a price 
ticket for every article. 

I wish every hardware retailer would 
discontinue, absolutely, the further use 
of any hardware jobber’s price tags 
that are furnished so graciously by the 
jobbers, and which show the name of 
the jobber, the address and the cap- 
tion “Wholesale Only.” I fully realize 
that the jobbers never intended these 
free price tickets should be used to 
your detriment. But consider the psy- 
chology of a customer entering your 
store, looking at merchandise and find- 
ing thereon a price ticket indicating 
that you purchased this merchandise 
from a certain wholesale house. There 
is prevalent in the United States today, 
the most devastating national “plague” 
in our history. This epidemic is com- 
monly called “Let’s Buy It at Whole- 
sale.” ' 

Your average customer—man or wo- 
man—is pretty smart, at least along 
these lines. Customers note the name 
of the jobber (which should be un- 
known to them), take a metal or phy- 
vical note of same and go looking for 
a neighbor, a friend, or a relative who, 
through a chain of friendships, can 
locate someone who has a buying con- 
nection with said jobber and, of course, 
the retail consumer gets his personal 
home requirements from some jobber. 

My suggestion is to throw every hard- 
ware jobber’s price ticket in the in- 
cinerator and buy your own. Better 
yet—have your name on them, and let 
the tag remain on the merchandise, so 
that when it reaches home, it is a 
further advertisement for you. 

New goods, lines and improvements. 
particularly those nationally advertised 
in magazines or by radio, are not found 


in sufficient quantity or soon enough in 
the average hardware merchant’s store 
This fault may not be entirely the hard- 
ware merchant’s, as undoubtedly ou: 
usual source of supply, namely, th 
hardware jobber, is not too alert in get 
ting these new lines in stock to offe: 
the merchants. The fact still remains 
that many merchants are asked to bu 
even samples of the new lines and stil! 
do not comply, with the result that the 
public, not finding such merchandise in 
the average hardawre merchant’s store. 
is fast losing interest in him and looks 
to other more alert types of outlets and 
finds this merchandise. 

Store personality is actually the at- 
mosphere and environment—its attrac 
tiveness both inside and outside and its 
type and mode of display of merchan- 
dise, and the ease, comfort and mod- 
ernization affecting and pleasing the 
customer. In too many instances and as 
an average, the hardware merchant has 
not kept pace with other merchandising 
crafts in his own community or cily. 
The public is attracted by the store per- 
sonality and, believe it or not, people 
are looking for it today more than ever. 
If a hardware merchant would analyze 
where and why he and his family favor 
certain stores in his community, he 
would readily appreciate the fact that 
his own analysis is ofttimes similar to 
the public’s analysis of his and competi- 
tive stores. 

The store personnel among hardware 
merchants is lacking in average, in 
adequate service, courtesy and aid to 
the customers. Mr. and Mrs. Public of 
today, with real money to spend, are 
very exacting and demand more ser- 
vice and consideration than they have 
ever expected heretofore. The public 
is very choosy and, in fact, snooty. 
If a hardware merchant finds his store 
trafic falling off and many old and 
familiar faces missing in his customer 
traffic, he had better analyze this par- 
ticular phase of his business and service 
as against his worst competition, name- 
ly. chain stores and mail order chains. 
He has a decided advantage over them 
because the hardware store salesmen 
(and they should be salesmen instead 
of clerks) must spend many years of 
apprenticeship learning his merchan- 
dise, and he becomes quite an expert. 
He understands, or should understand, 
the material that every product is made 
of, its advantages over competitive 
cheaper lines, the true and complete 
function, need and requirement of 
every one of the countless thousands 
of pieces of merchandise making up 
the average hardware store stock. 

The customer entering most chain 
stores finds poorly paid, below the aver- 
age clerks who have spent little, if any, 
time in their present work and who 

(Continued on page 63) 
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Uniform Size Cuts for Advertising 


Editor HARDWARE ACE: 

How can we procure small 
cuts of a uniform size for our 
advertisements? Many mats and 
electros supplied to us are too 
large and we cannot use them. 
Space is too expensive to give 
one manufacturer’s product half 
of it, but if smaller cuts were 
supplied we would be glad to 
use them regularly. Can you 
help us? 


HE subject of advertising il- 

lustrations which accurately 

represent the items being of- 
fered is one which will stand some 
open discussion. Too many manufac- 
turers are wasting good money sim- 
ply because they do not supply mats 
or electros in proper sizes. As our 
reader states, space is expensive and 
cannot be given over in large areas 
just because a large cut has been pro- 
vided by the advertising or sales de- 
partment of the producer. The result 
is that these cuts are discarded or al- 
lowed to gather dust instead of ap- 
pearing in the local newspapers of 
the land. Cuts of one to two inches in 
width, preferably about 114 inches, 
are not only acceptable but desirable 
to retail advertisers. Larger cuts are 
seldom useful unless the space is to be 
given over mainly to the product 
which such larger cuts present. It 
must be remembered that when larger 
cuts are used the profit and unit of 
sale must be in line with the space ex- 
pense. An item with smaller price 
range and close margin of profit, un- 
less it has large volume possibilities, 
will not warrant the lion’s share of 
the space, no matter how dear it may 
be to the heart of its producer. 


Here Is a Way to Reduce 
Illustrations 


To those who have someone with 
even a little art ability, the following 
plan offers a way to make line cuts of 
any item, whether from a circular or 
photograph—provided you can ob- 
tain the services of a place where 
silver prints are made. Silverprints 
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are photographic copies, similar to 
photostats in appearance, but are 
bleachable. The silverprint will show 
a fairly clear image of the item, 
which you take from the circular or 
photograph, and you may, with 
waterproof India ink, trace over this 
picture. When the picture of the item 
on the silverprint is inked over, allow 
it to dry and have it bleached. You 
then have the equivalent of a line 
drawing, accurate as to proportions 
and as much detail as you have put 
there by tracery. The bleaching wi!! 
be done by the silverprint maker. 
You can then have the cut made by 
the photoengraver. 

If a number of these illustrations 
are made on the same sheet of silver- 
print paper, taking care to have them 
about the same ratio of reduction, 
money and time may be economized. 
By this is meant that if you have sev- 
eral pictures that are, say, three 
inches wide and all are to reduce to 
114 inches, you may paste them all 
on the one sheet, allowing space be- 
tween for cutting apart later, and sil- 
verprint, trace and engrave in one 


sheet. If, however, your pictures are 
of different widths, the best you can 
do is to get the same variation in your 
reduced cuts. Frequently a_ slight 
variation is unimportant. [t will not 
he bad if you have some cuts that, 
when reduced are a quarter inch 
wider or narrower than the others. 

This method of obtaining proper 
sized cuts is not as complicated as it 
appears, and the whole process may 
be turned over to a competent artist 
or even an art student in your town. 
It is not an expensive grade of art 
work and many large advertisers use 
it, employing outside artists to do the 
work at a flat rate of so much an item. 
If there is a better way in which you 
may be assured of cuts the size you 
want them, we have not heard of it. 

In addition to the advantages of 
this method, you can add attention 
value to these illustrations by placing 
a black circle, square or triangle 
back of the item to make it stand out. 
Whatever you draw on the silverprint, 
with India ink, will remain there, 
while all trace of the photographic 
image will disappear. 





Make Color Work for You 
In Your Windows 


It is possible to create the im- 
pression of coolness through color 
suggestion, a little extra tidiness in 
the store, neat appearing sales peo- 
ple, and such little attentions to cus- 
tomers needs as are appreciated. 
The following suggestions appeared 
in Harpware ACE previously, but 
they were commented upon so much 
that we reprint them here. 

Of course the old practice of wet- 
ting down the sidewalk in front of 
the store is still in good standing. 
Do it several times a day and let 
posters and window cards announce 
that it is cooler inside the store than 
outside. Keep the aisles clear inside 
the store to add to the feeling of 
airiness and coolness. Fans in parts 
of the store where they will do the 


most good will also help to lure 
customers into your selling floor. 
The knowledge that ice water may 
be obtained im your store will come 
under the head of attraction also. 
Fresh, cool colored clothing for your 
selling staff will be one more auxil- 
iary for the hard working window 
that is trying to pull people in off 
the street. 

Theatres have found out how to 
turn blue, white and green paint into 
money for the cash register. Restau- 
rants of the better class are now join- 
ing the exploiters of color—make 
cool colors work for you, too. The 
best place to give it a good test is in 
your window displays. Let’s go! 
BLUE, GREENS, and WHITE. 


Brrrrrrrr! 
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By A. M. ROSENTHAL 


Advertising and Sales Manager, 
Peoples Hardware Stores 
Washington, D.C. 


‘ OW was business in Janu- 
ary, Mr. Hardware Deal- 
er?” 


“Swell! We were 10 per cent 
ahead of 1933!” 

“What, only 10 per cent? Do you 
know that business as a_ whole 
throughout the United States was 
24.3 per cent ahead of 1933? Your 
10 per cent increase was no gain, 
because prices are that much higher 
than in 1933. Your business just 
traveled along with the tide. If 
prices were 10 per cent higher than 
the previous year and your increase 
was 10 per cent, you had the same 
number of customers. That isn’t 
gaining ground! You didn't get 
your share of the vital difference of 
14.3 per cent between price increase 
and general business increase.” 

I will quote some of the figures 
compiled by Peoples Hardware 
Stores, a chain of 13 units, operating 
in Washington, D. C. Our complete 
statistical set-up took about a week 
or 10 days to get started, but it is 
kept going daily with an average 
time investment of only 34 hours per 
month. 

Our store managers used to give 
us the excuse, “I didn’t have time.” 
Well, let’s see. Each manager was 
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What Is 
Your Average Sale 


Per Customer? 
“Let’s Look at the Record” 


Average Sale per Customer 
JUN | JUL 
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Simple method of charting the Average Sale per Customer 


instructed to show a space-break on 
his cash register tape as of 12 noon 
and 6 p. m. We tabulate these fig- 
ures on a chart showing the number 
of actual sales made between the 
hours shown on the cash register 
tape. At the end of the month we 
total those figures and divide the re- 
sult by the number of working days. 
The results obtained are the average 
number of customers per day in the 





morning, afternoon and_ evening 
(from opening till noon; from noon 
till 6 p.m.; and 6 p. m. till closing). 
In addition we have the average 
number of customers per day. Note 
charts illustrated. 

Peoples Hardware Stores are open 
each day until 7 p. m. We knew 
that the hour from 6 to 7 was not 
so good as from 7 until 8, but we 
wanted to learn if the earlier hour 
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A. M. ROSENTHAL 


was at all profitable. We changed 
the last column of the above chart to 
read “Gross Sales After 6 p. m.” 
We really didn’t care about the num- 
ber of customers in the evening; if 
we want that we can get it by sub- 
tracting the sum of the first two 
columns from the daily total which 
we moved out and put in red on the 
side. At the end of the year we 
learned how much actual money had 
been taken in during the evenings. 
Then we merely multiplied by the 
profit margin shown on our profit 
and loss statement to learn whether 
that extra hour was profitable. Of 
course, we considered heat, light. 
rent, etc. We're still open until 7 
p. m. But you, Mr. Hardware Re- 
tailer, working 16 hours a day- 
have you ever tried to learn whether 
those extra hours represent actual 
profit ? 

If you are “statistically-minded,” 
figures have as many facets as dia- 
monds. In other words, every way 
you turn them they radiate another 
light. It is only another turn of the 
figures from the “number of custom- 
ers per day” to the “average sale per 
customer.” Merely divide the actual 
gross sales for the month (I know 
you have these figures!) by the 
actual number of customers and— 
presto!—there it is without any ex- 
tra expenditure of time. Simple, isn’t 
it? 

Let us look at some purely ficti- 
tious figures—figures that won’t tell 
you a thing about the actual business 
of Peoples Hardware Stores. Why, 
in our 13 stores, does the average 
sale per customer vary from month 
to month and between stores? Is 
the store with an average sale of 50c. 
per customer, in comparison with a 
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chain average of $2.50, the victim of 
a manager with rheumatism so acute 
that he is unable to press the key on 
a cash register? Perhaps 50c. per 
customer is all that might be ex- 
pected of the particular location. 
Perhaps we’re not stocking goods 
priced high enough for the class of 
people in the trading area. Perhaps, 
and we found this to be the fact, the 
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sales force in that store “tills orders” 
rather than “sells.” Due only to 
knowing the average sale per cus- 
tomer in our stores, we changed a 
manager. The new one, with no in- 
crease in store traffic, has shown an 
average increase in gross sales of 18 
per cent per month. 

When you study a graph of your 
average sale per customer, whether 
between stores or between sales peo- 
ple or departments, notice in what 
direction the lines move. In Peoples 
Hardware Stores we want them to 
run parallel or want the store to run 
ahead of the chain. If the line indi- 
cating the store goes down when the 
chain line goes up we try to find 
out why. Your problem is the same. 
Do you know why John Jones’ gross 
sales are greater than James Smith’s, 
and yet the latter has more time for 
stock arranging, cleaning and repair 
work? We would know very soon 
if we kept records of our sales peo- 
ple. However, our interest is in the 
store primarily, but we locate the 
weak sisters in our selling force 
through our Average Sale Per Cus- 


tomer. It has also ferreted out dis- 


‘honest employees. 


Observe how much you already 
know about your business, and it 
hasn’t taken more than 15 minutes 
per day. You know now how many 
people you sell per day on an aver- 
age, and how much you sell each 
customer on an average. File your 
figures and graphs as we do, and one 
year from today compare them with 
the then current figures. You will 
then be able to learn quickly whether 
you need more customers, higher 
prices, or more intensive selling to 
get your increase. 








See pages 8, 9 and 10 of the 
September 28th, 1933,Hardware 
Age Directory Number for Charts 
which make it easy to check your 


stock turnover; for determining 


cost of doing business; figuring net profits and 


finding selling price on any article. 
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Texas Wholesale Hardware Association 


Record Attendance At 


Texas Wholesale Convention 


TTENDANCE at the 39th annual 
convention of the Texas Whole. 


sale Hardware Association set a 
new high record. The meeting, which 
officials declared was one of the best in 
the history of the organization, was held 
at the Hotel Galvez, Galveston, Texas, 
June 15 and 16. For the most part dis- 
cussions at the business sessions cen- 
tered on the industry’s relation to the 
NRA. 

The morning session on the first day 
of the meeting was devoted to the usual 
opening formalities. At the afternoon 
session, R. H. Baker, Fones Bros. 
Hardware Co., Little Rock, Ark., and 
vice-president of the Southern Hard- 
ware Jobbers’ Association, delivered 
greetings from that organization. Mr. 
Baker was followed by Dr. Edwin A. 
Elliott, NRA labor compliance officer 
at Houston, Texas, and former head of 
the Texas Christian University’s depart- 
ment of economics, spoke on NRA 
America’s New Economic Frontier.” 

Dr. Elliott said in part: 

“The NRA is far from either Social- 
ism or Communism,” he said. “It is the 
intelligent plan of an intelligent Presi- 
dent. It has, as I understand it, four 
features. First, it offers business a 
chance to formulate codes of fair com- 
petition. 

“We have been taught that competi- 
tion is the life of trade, but they have 
failed to teach us that unlimited compe- 
tition is the death of traders. Yet a 
survey of any recent decade will show 
that in a given field 85 per cent of the 
firms starting the decade are out of the 
economic picture before it ends. So, 
unless your industry lives up to a code, 
85 per cent of you will be out of the 
economic picture in ten years as a re- 
sult of competition.” 

The speaker then discussed maximum 
hours for labor, explaining thai with 
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America’s entry into the World War 
many men were taken from industry for 
the army, and industrial production had 
to be maintained regardless, which re- 
sulted in machinery being made to 
replace men. 

Another feature of the NRA pro- 
visions Dr. Elliott discussed was maxi- 
mum hours. With the entry of the 
United States into the World War, he 
said, many men were taken from indus- 
try for the army, and this country had 
to increase production at the same time. 
Hence machinery was made to replace 
men. This process continued. 

“In 1928, the period of our greatest 
prosperity. we had more than 4,000,000 


unemployed,” he said, “and in March, 
1933. we had more than 17,000,000 un- 
employed. The only solution to this is 
to limit hours so that industry can 
employ more men. 

“In 1919,” he said, “the average in- 
dustrial worker created $2700 in wealth 
per year. Of this, he was paid $1100 
per year. The rest went to interest, 
dividends, manager salaries and other 
things. In 1927 the average worker 
produced $7800 per year. But his 
wages did not increase to more than 
$1205. Much of the remaining sum re- 
mained to be reinvested. Until then 
it had gone into industrial expansion. 
but by that time it was evident that 
industry was producing more than could 
be consumed. So the money went into 
the stock market, with the artificial 
boom and the resultant crash. 

“American industry must learn that 

(Continued on page 62) 





Front row, left to right—Charles Nash, Nash Hardware Co., Fort Worth, new presi- 
dent; Edwin F. Flato, Corpus Christi Hardware Co., Corpus Christi, retiring 
president. Back row, left to rght—Oscar J. Koepke, Corpus Christi Hardware Co., 
retiring secretary; Sol Levy, Black Hardware Co., Galveston, second vice-president 
and C. Stanley Roberts, Roberts, Sanford & Taylor, Sherman, first vice-president. 
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Wood Chopping Contests 


Attract Attention 


KILLED use of tools always 


attracts attention in American 


cities and towns, regardless of 
the community’s size. Appealing to 


this curiosity has been profitable to 
several Eastern hardware _ stores 
which recently had Peter McLaren, 
champion wood chopper, demon- 
strate his prowess with the axe. Mc- 
Laren and his axe gathered the 
crowds and aroused the envy and in- 
terest of local choppers. Demon- 
strations in parts of New York and 
New Jersey had interesting results, 
created good-will, sold axes and 
other merchandise and advertised 
the stores sponsoring them. 

To create real interest and draw 
crowds to his demonstrations Mr. 
McLaren, representing an axe manu- 
facturer, offered a prize of $50 to 
any man who could chop through 
the same log in 50 per cent more 
time than he. Contestants were re- 
quired to use axes of a different 
make than that of Mr. McLaren. 
There were in no instances any fees 
for entrance into the contests nor 
did entrants have to buy any mer- 
chandise in order to compete. 

Part of a crowd of 100 men who 
watched McLaren do his stuff in 
Sussex, N. J., at the invitation of the 
Lawrence Hardware Co., may be 
seen here. After an exhibition last- 
ing half an hour the Lawrence com- 
pany sold 12 axes. Local newspaper 
advertisements attracted the crowd 

McLaren held them there. 

In connection with a McLaren 
demonstration S. Mayer, Little Falls, 
N. J., reported a gathering of from 
250 to 300 men. Cook’s Hardware, 
Branchville, had a demonstration 
which lasted 30 minutes and adver- 
tised the event with posters. 

Florida Hardware Co., Florida, 
N. Y., with a branch store in Chester, 
N. Y., advertised its Peter McLaren 
demonstration by radio, had special 
window trims, used local newspapers 
and distributed circulars, thereby at- 
tracting 500 people to the demon- 
stration. The event was held in 
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A local participant at the chopping contest conducted by Lawrence Hardware Co.. 
Sussex, N. J. 


front of the stores in both towns. 
Two radio announcements were 
made—-one in English the other in 
Polish. 

In the yard of its Plainfield, N. J., 
store, A. M. Griffin Co. had a crowd 
of 200 people—five of whom de- 
cided to compete with the champion. 
One entrant received $2 as first 


‘prize, while the second received an 


axe. Of the demonstration F. W. 
Volk, treasurer of the company, 
said: “We have run this demonstra- 
tion for three years now. It builds 
good-will and general publicity for 
the store. Our sale of axes has in- 
creased from year to year, but there 
is no definite increase in sales at the 
time of the demonstration. 

“We gave the small prizes our- 
selves to insure continued interest in 
the demonstration by our local chop- 
pers. These men have been coming 
year after year to chop against Mc- 
Laren and so far have never taken 
his money. We felt it only fair to 
give them some incentive to enter the 
contest.” Local newspaper adver- 
tising and a news item assisted in at- 
tracting the crowd to the store. 

A 30-minute demonstration and 


talk enabled the Jamesburg Hard- 
ware, Jamesburg, N. Y., to attract a 
crowd of 50 people. Posters and cir- 
culars advertised the event and one 
axe was sold as a direct result of the 
demonstration. Addison & Arnold, 
Inc., Englishtown, N. J., had a one- 
hour demonstration advertised by 
newspaper, circulars and_ posters. 
Held in front of the store it was the 
direct cause of the sale of three axes. 

A large crowd gathered in a va- 
cant lot next to the hardware store 
of M. Becker, Red Bank, N. J., to 
witness the McLaren demonstration 
which was held there for 30 minutes. 
Publicity in the Red Bank and Long 
Branch newspapers drew the crowd. 
Two axes were sold. 

Two hundred and fifty people saw 
the hour and a half demonstration 
sponsored by the West Caldwell 
Hardware Store, West Caldwell. 
N. J. An advertisement in the local 
newspaper attracted the crowd and 
brought out eight contestants. The 
event increased sales on axes and 
other merchandise and was _ the 
means of attracting people from 
points as far as 10 miles away. 


(Continued on page 63) 


41 








Gas Ranges and Electric Refrigerators 
Build Volume for H. P. Brown 


HIS unique store front is a 

big factor in electric refrigera- 

tor and gas range sales made 
by H. P. Brown, Inc., 1867 86th 
Street, Brooklyn, N. Y. Designed 
by Mr. Brown to attract people in 
the street and those passing on ele- 
vated railway trains, this front has 
helped sell 75 electric refrigerators 
in the past nine months and 375 gas 
ranges during the past 12 months. 

The upper windows are usually 
given over to the display of gas 
ranges. Windows on the lower floor 
are changed regularly—sometimes 
showing both electric refrigerators 
and gas ranges. Manufacturers dis- 
play material is utilized to give 
color. 

Located in a section where a large 
number of the residents do not read 
English, the Brown store depends 
largely upon personal contact to get 
leads. Leads developed in the store 
for refrigerator sales are turned over 
to a representative of the Brooklyn 
Edison Co., units sold being deliv- 
ered from the manufacturer’s stock. 
At present the Brown store has four 
different models on display but in- 
tends to later obtain a complete 
range of the refrigerator models of- 
fered in that line. 

The stenographer in Mr. Brown’s 
store sends out follow-up letters to 
prospects known to be able to read 
English. Leads on refrigerators are 
kept in the prospect list from sev- 
eral months to a year. A finance 
division of the company manufactur- 
ing the refrigerators handles the 
paper for the Brown sales. 

Most gas range sales are made 
right in the store by one of the three 
men in the store or Mr. Brown. The 
usual terms of sales are a down pay- 
ment and the balance in two pay- 
ments—30 and 60 days after date of 
sale. In the three years the store 
has carried gas ranges there has been 
but one repossessed model—.a man 
unable to pay admitted his financial 
difficulty and requested that it be 
removed from his home. 

The delivery man takes the ranges 
right from the Brown stock to the 
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customer and notes whether or not 
the buyer would be a prospect for an 
electric refrigerator. 

A stock of 75 ranges is ordinarily 
kept on hand, including numbers 
from 10 different manufacturers. In 
the front part of the second floor is 
a well lighted and painted display 
room showing on an average of 35 
different models, of various types, 
makes and finishes. Manufacturers 


display material is used there to ad- 
vantage. The display room for 
ranges measures 20 by 65 feet, the 
main floor being 20 by 100 feet. 

Names on the range prospect list 
are kept active for about a month. 

Brown’s is a thoroughly progres- 
sive store, the interior is, clean, well 
lighted and well laid out. To make 
the store ever interesting stock is 
shifted constantly. 








Here is the unique show window of H. P. Brown, Inc., 1867 
86th St., Brooklyn, N. Y. Mr. Brown, who designed the front, 
now uses the upper windows largely for the display of gas ranges. 
The upper windows have added attraction power as they are 
clearly seen from across the street as well as from passing ele- 
vated railway trains. Windows on the lower floor are more fre- 
quently changed and sometimes show both electric refrigerators 
and gas ranges. By having these windows well-lighted and using 
manufacturers’ display material to lend color their value is greatly 


increased. 
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The next issue of the Catalog 
and Directory Number of Hard- 
ware Age will be published Sept. 
27, 1934. It is a condensed cata- 
log of manufacturers of hard- 
ware and kindred merchandise 
in one handy volume for ready 
reference. 


Camprivce, Mp.: Furnish names of 
several manufacturers of wooden lawn 
ornaments, such as dogs, cats, birds, 
etc-—The Herbert Hearn Hardware 
Co. 

ANSWER: J. L. Small’s Novelty 
Shop, Main & Belmont Rds., Winnis- 
quam, N. H.; Acme Novelty Shop, 17th 
& Hallet Sts., Bridgeport, Conn.; 
Daddy Scott, Marblehead, Mass., and 
Acme Novelty Co., 6 N. W. Second St.. 
Evansville. Ind. 


* * * 


Rep Bank. N. J.: Who makes the 
Buffalo circle snips No. 018?—General 
Supply Co. 

ANSWER: Niagara Machine & Tool 
Works, 635 Northland Ave., Buffalo, 
mn. Y. 

* * % 

Union Ciry, Pa.: Provide address of 
the Humane Trap Co.—Hayes Hard- 
ware Co. 

ANSWER: Fitchburg. Mass. 


* * * 


PHILADELPHIA, Pa.: Who makes 
the Tom Thumb electric water heater? 
—Cusack Hardware Co. 

ANSWER: Terminal Products Co., 
Inc., 202 W. 40th St., New York City. 


* * * 


Cotrax, Iowa: Furnish name and 
address of the manufacturer of the 
Iron Age garden plow and _ drill.— 
Forsyth’s Hardware. 

ANSWER: A. B. Farquhar Co., Ltd., 
York, Pa. 


* * * 


Monror, Micu.: Provide name and 
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tion or issue. 


address of the manufacturer of Phil- 
gas bottled gas—C. L. Manschreck Co. 

ANSWER: Philgas Co., General 
Motors Bldg.. Detroit, Mich. 


* * * 


San Juan, Porto Rico: Who makes 
the Sterling ice cream freezer ?—Ferre- 
teria Rodriguez, Inc. 

ANSWER: Richmond Cedar Works. 
Richmond, Va. 


* * 


JoHNsoN City, N. Y.: Who makes 
Turkish Wood Stone, used the same as 
an oil stone for sharpening tools?— 
Robert R. Cunningham Hardware. 

ANSWER: Norton-Pike Co., 125 
Barclay St.. New York City. 


x * * 


CINCINNATI, Onto: Who has taken 
over the manufacture of Rock Hard 
Putty, as formerly made by the Gold 
Medal Products Co., Waukegan, III.? 

-The J. R. Wood Supply Co. 

ANSWER: The _ business of this 
company has been purchased by the 
Ray-O-Vac Co., Madison, Wis. All of 
the former company’s products are be- 
ing manufactured under the Ray-O-Vac 
trade mark by the new owners, and 
this particular product is now being 
marketed as Ray-O-Vac Phix. 

% * * 

ScarspaLe, N. Y.: Who makes Jen- 
kins push brooms?—Walter A. Hoblin. 

ANSWER: M. W. Jenkins & Sons, 
Inc., Pompton Ave., Cedar Grove, N. J. 

% * * 


Happonrietp, N. J.: Furnish name 
and address of the manufacturer of 
Masson’s DoZol, a furniture and floor 
polish.—King’s Highway Hardware. 

ANSWER: Masson Products Co., 
Glendale, L. I., N. Y. 


* * *% 


NraGARA Faris, Ont., CANADA: Who 


Who Makes It ? 


Information regarding sources of supply as provided readers 
of Rardware Age by the Who Makes It? Editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buy- 
ers. This editorial feature in each issue supplements the ser- 
vice rendered by the “Who Makes It?” issue published on Sept. 
28, 1933. When writing to the firms mentioned, state that you 
saw the product listed in Hardware Age “Who Makes It?” sec- 


makes Lamson Efficiency cotter pins, 
having wedged-shaped ends for driving 
purposes?—H. W. Bickle Co. 
ANSWER: Lamson & Sessions Co., 
1981 W. 85th St.. Cleveland, Ohio. 
(See p. 457, Sept. 28, 1933, H. A. 
Directory Number.) 


x %*% 


SHAMOKIN, Pa.: Furnish address of 
Johnson & Ackerman, manufacturers of 
lead expansion shields—W. C. Hack 
& Sons. 

ANSWER: Ackerman-Johnson Co., 
625 W. Jackson Blvd., Chicago, III. 

(See p. 302, Sept. 28, 1933, H. A. 
Directory Number.) 


x %* * 


Montreat, Que., CANapa: Furnish 
names and addresses of several manu- 
facturers of anti-fouling paint.—Dur- 
and Hardware, Ltd. 

ANSWER: E. I. duPont de Ne- 
mours & Co., Inc., Wilmington, Del.; 
Baltimore Copper Paint Co., Highway 
& Covington Sts., Baltimore, Md., and 
Samuel H. French Paint Co., Callow- 
hill St.. Philadelphia, Pa. 


* & & 


HeLtena, Mont.: Who makes the 
Texas June Bug bamboo fly rod?— 
Helena Hardware Co. 

ANSWER: Shakespeare Co., Kala- 
mazoo. Mich. 

* *% * 

Bancor, Me:. Who makes the Little 
Buster corn popper?—Rice & Miller 
Co. 

ANSWER: Albert Dickinson Co., 
2750 W. 35th St.. Chicago, III. 


* * * 


Wesster, Mass.: Who makes Web- 
ster’s roofing cement?—Waite Hard- 
ware Co. 

ANSWER: W. F. Webster Cement 


Co., Cambridge. Mass. 






43 





















ADVANCES BECOMING EFFECTIVE 


1935 Competitive Lawn Malin Spooled Wire 
owers Federal Stainless Enamel- 
Atlas Extra Clinching ware 
Nails (Short) Red Cloth Insertion Tub- 
Reach League Baseball« ing 
Servus Rubber-Soled Flat Brass-Plated Curtain 
Footwear Rods Jul 
Kennedy Tool Kits & Pure Rubber Tubing y 
Tackle Boxes Standard Steel Pipe 


BX Cable 19th 


DECLINES BECOMING EFFECTIVE 


Keystone Cross-Cut Saws Atlas Iron Cut Soling 1934 


Some Items In Stamped Nails 
Tinware Flat Spring and Bolt Har- 
Lead Pipe and Sheet Lead ness Snaps 
Cast Iron Pipe Plugs and Some Harness Buckles 
Bushings Steel Bars, Plates, Shapes 
Christy Made Razor Blades and Sheets 


Turpentine 


Opening prices on lawn mowers per cent, by Henry Disston & Sons, 
for the 1935 season have been an- Philadelphia, Pa., effective June 25. 
nounced, on the same basis as those of The price levels of August, 1933, are 
November, 1933. The better grade thereby restored. 
mowers did not change in price at that * # & 
time, but the competitive numbers Some manufacturers of stamped 


were marked up, and are now reaf- tinware have marked down prices on a 
firmed at the advanced basis. The 10- few items, 5 to 10 per cent, affecting 
in. wheel, four-blade, 16-in. ball-bearing bread pans, pie plates, etc. An advance 
mower which sold at $4.70 each to the of last January is hereby rescinded, in 
retailer, at the opening schedule of the hope that ‘concessions at this time 
last season, has been priced at $5.30 will stimulate orders during the dull 
each since November, and continues at sumener menthe. 

that basis. A differential, above jobber poe ae 

costs, has been established for chain 


, Lead pipe and sheet lead were 
stores and department stores—intended 


reduced 4c. per lb. on June 29, by Na- 
tional Lead Co. and others. A similar 
drop affected lead roofing washers, 
7? 9 hoth in bulk and in packages. 


by the manufacturers to prevent de- 
moralizing competition. 


Keystone cross cut saws, two-man 
and one-man, were reduced about 10 Cast iron pipe plugs and bush- 
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Typical Sectional Trends 
Reported By Wholesalers 





Stocks, Sales, Futures and 
Collections 





SOUTHERN 
Less than ten per cent of our re- 
ceivables are overdue, and major 
portion of accounts overdue is less 
than thirty days in arrears. 
ections have been reasonably 
good and sales have held up rea- 
sonably well. Future orders are 
coming in more slowly than when 
price advances were more pro- 
nounced. 


PACIFIC COAST 


Sales volume is running slightly 
in advance of last year. 

Collections, in the first five 
months of 1934, reflected an in- 
crease of nearly forty per cent, as 
compared with the like period of 
last year. Other data also indicate 
a substantial improvement in collec- 
tions. 

MIDWESTERN 

For the first five months of 1934, 
collections reflected an increase of 
60.7 per cent, in comparison with 
the corresponding period of last 
year. Recent rains, following the 
prolonged drought, have improved 
prospects. Pastures are again green, 
and it is possible that an average 
corn crop will be produced. 

Collections are continuing to re- 
flect improvement. Sales, in tlie 
first five months of 1934, were 48 
per cent larger than in the same 
period of last year. Stocks are 35 
per cent larger than a year ago. 
Future orders have already more 
than doubled last year’s volume. 


EASTERN 


Collections are slightly better 
than a year ago. 

Collections are coming along in 
fine shape, and conditions are much 
better than for several years. Sales, 
in the first half of 1934, have shown 
general increases in all lines. Al- 
though orders are small, they are 
coming in larger numbers. 


SOUTHEASTERN 


In the first five months of 1934, 
the following increases have oc- 
curred over the corresponding pe- 
riod of last year: sales, plus 59 per 
cent; stocks (ignoring enhanced 
value), plus 7 per cent, and ac- 































































counts receivable, plus 4.7 per cent. 
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Increases in Wholesale Hardware STOCKS 
Over Corresponding Months of 1933 
(National Averages) 
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ings are down about 10 to 15 per cent. 
On standard steel pipe, however, the 
new cards are now in effect, as of. July 
l, reflecting the advance which was 
filed in April. 

* * * 

Atlas Tack Corpn., Fairhaven, 
Mass., issued on July 7, a new price 
list on shoe-finding tacks and _ nails. 
Extra clinching nails in iron and brass 
are advanced $1.50 per 100 Ib. on the 
3g and 314/8 sizes, and $1 per 100 lb. 
on the 4/8 and 414/8 sizes, with no 
change on 5% and longer. Iron cut 
soling nails were marked down 3%%c. 
per lb. or about 20 per cent. Remain- 
ing shoe-finders’ items are unchanged 
from the sheet of October, 1933. . 


* * * 


Wholesalers have received notice 
from A. J. Reach, Wright & Ditson, 
Inc., of a 10 per cent advance in the 
cost of the Reach Official American 
League and the Reach Official League 
baseballs. Other manufacturers of sim- 
ilar grade balls have not yet issued this 
change. 

* ¥* * 

An advance on _ rubber-soled 
footwear, both waterproof and canvas, 
is announced July 3, by the Servus Rub- 
ber Co., to take effect July 15. The 
change is approximately 6 per cent 
above previous quotations. 


* ® @ 


Kennedy Mfg. Co., Van Wert, 
Ohio, mailed on July 3, a new price 
sheet, generally advanced, on their lines 
of tool kits and tackle boxes. The stand- 
ard quality items have advanced, in 
the lists, an average of 75c. to $1 each, 
or about 15 per cent. Several numbers 
of the company’s “Bighorn” tool kits 
remain unchanged. The new prices 
will be in effect on and after July 20. 


* %* 


Spooled wire prices were ad- 


vanced July 9 by Malin and Co., affect- 
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WHOLESALE HARDWARE 
COLLECTIONS 


PHILADELPHIA. Collections, after 
declining somewhat in April, increased 
7 per cent in May, resuming the up- 
ward trend of recent months, they 
were 21 per cent more prompt than a 
year ago. 

MINNEAPOLIS. Receivables reflect- 
ed a gain of 4 per cent in May over 
the same month of last year. 

SAN FRANCISCO. The percentage 
of collections during May to the total 
amount due from customers on the 
first of month was 40.5 per cent at 
the end of May, 1934, and 30.1 per cent 
at the close of the same month last 
year. 





DALLAS. The ratio of collections 
during May to accounts and notes out- 
standing on April 30 was 53.1 per 
cent. 





KANSAS CITY. The outstandings on 
May 31, 1934, were plus 8.1 per cent, 
as compared with the same date a 
year ago. The amounts collected in 
May, 1934, were plus 29.6 per cent as 
compared with May, 1933. 





ATLANTA. The percentage of ac- 
counts and notes receivable and out- 
standing at the beginning of May, 
1934, collected during the month was 
36 per cent, as compared with 26.3 
per cent for May, 1933. 





CLEVELAND. Considerable improve- 
ment in wholesale collections during 
May was generally indicated. 





CHICAGO. The per cent of change 
from the same month of last year in 
accounts outstanding was plus 8.9 per 
cent; in collections, plus 51.8 per cent, 
and the ratio of accounts outstanding 
to net sales was 175.8 per cent. 





ST. LOUIS. Wholesale merchants in 
the main centers of distribution report 
paying up promptly for the most part, 
with many anticipating their bills. 





NEW YORK. The per cent of ac- 
counts outstanding April 30 collected 
in May, 1934, was 47.4 per cent, and in 
May, 1933, was 44.1 per cent. 


RICHMOND. The percentage of May 
1, 1934, receivables collected during 
the month was 42.1 per cent. 











ing both the gross weight and net 
weight spools. Steel spooled wire is up 
10 per cent, soft copper 30 per cent, 
with brass wire unchanged. Coiled 
wire, except the 10c. retail sizes, has 
taken a similar mark-up. Ten-center 
goods, assortments, stove pipe wire and 
music wire remain unchanged from the 
December. 1933, schedules. 


* * * 


Federal Enameling & Stamping 
Co. announced an advance of 10 per 
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Increases in Wholesale Hardware SALES 
Over Grresponding Months of 1935 
(National Averages) 
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cent on their stainless enamelware, ef- 
fective June 30, brought about by the 
increased cost of brass chrome covers 
and other materials, as well as by in- 
creased labor costs. As this is a high- 
priced, extensively advertised line and 
stocks in the hands of jobbers and 
dealers are small, the advance will no 
doubt be reflected at once in consumers’ 
prices. 
* * * 

The Christy Co., Fremont, Ohio, 
recently reduced their prices on the 
Original Keen Kutter, Original Enders 
and Christy razor blades so that the re- 
tailer can sell them at 25c. per package 
of five, instead of 35c. per package, a 
reduction to the consumer of nearly 30 
per cent. Wholesalers report recent 
sales of genuine Gillette blades greatly 
stimulated by the May-June special 
discount of 5 per cent offered to re- 
tailers on two-carton purchases. 

* * + 


Sall Mountain Co. issued on 
July 2 a general price list covering 
asbestos, paper, millboard, air-cell 
paper, and asbestos furnace cement, re- 
affirming the same prices as issued last 
January. It is understood that certain 
newer makers, whose prices have been 
somewhat under these of the regular 
group of manufacturers, are now quot- 
ing the standard schedule. A stable 
market is therefore expected for the 
coming fall season. 

*% * * 

Red cloth-insertion tubing and 
pure rubber tubing were advanced July 
1 about 10 per cent, due to higher rub- 
ber costs. The demand for tubing all 
season is reported to have been un- 
usually good, and the reserve material 
stocks of the manufacturers have been 
depleted. 

* & & 

Flexible metallic sheathed cable 
(Bx) advanced about 10 per cent on 
July 10. 

(Continued on page 60) 











News of Retailers, Jobbers 
and Manufacturers and 
Salesmen 














READ IT IN HARDWARE 


NEWS OF 














HARDWARE AGE FOR 








RETAIL CODE AUTHORITY ISSUES RULING 
ON ADVERTISING OF TIME PAYMENT PLANS 





The National Retail Code Au- 
thority, Washington, D. C., with 
the approval of the National 
Recovery Administration, an- 
nounces the following ruling, 
which will take the place of its 
Bulletin TP-7, issued on Decem- 
ber 22: 

“It shall be an unfair trade 
practice, under Article IX, Sec- 
tion 1 (a) of the Code for a re- 
tailer to advertise or offer for 
sale any merchandise with a 
statement or representation that 
the merchandise may be _ pur- 
chased on any deferred payment 
plan, of whatever nature, with- 
out charge for such deferred pay- 
ment, interest, services, privi- 
lege, or other comparable desig- 
nation, when in fact discounts 
from quoted or marked prices 
are given on identical goods sold 
for cash or when differentials be- 
tween prices for cash and prices 
for installment payment are 
quoted, marked, or made avail- 
able for identical merchandise, 
at any time during the period in 
which such merchandise is on 
sale or offered for sale.” 

In a bulletin covering the same 
subject issued by NRA it was 
pointed out that “the ruling fol- 
lowed consideration of represen- 
tations that certain merchants 
have been advertising that no 
extra charge is made when ar- 
ticles are bought on the instal- 
ment plan and, at the same time, 
selling at a lower price for cash.” 





A. L. POWELL HEADS 
ILLUMINATING SOCIETY 


A. L. Powell, manager, eastern 
office of the Nela Park Engineer- 
ing Department of General Elec- 
tric Co., has been elected presi- 
dent of the Illuminating Engi- 
neering Society for the year 
1934-35. He succeeds J. L. Stair, 
chief engineer, Curtis Lighting, 
Inc., Chicago. L. A. S. Wood, 
manager, Lighting Department, 
Westinghouse Electric & Mfg. 
Co., and G. Bertram Regar, head 
of the lighting sales department, 
Philadelphia Electric Co., were 
elected vice-presidents. 

D. W. Atwater, Westinghouse 
Lamp Cc., was elected secretary, 
and W. F. Little, Electrical Test- 
ing Laboratories, New York City, 
was elected treasurer. 
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TRUSCON STEEL ENTERS 
. REFRIGERATION FIELD . 


Truscon Steel Co., Pressed 
Steel Division, Detroit, Mich., re- 
cently began the manufacture of 
the Truscon line of electrical re- 
frigerators. For a number of 
years the company’s Pressed Steel 
Division has been manufacturing 
refrigerator cabinets for other 
companies. 

Harry Woodhead, general man- 
ager of the division; R. A. Plumb, 
vice-president, supervising sales 
and sales promotion, and H. G. 
Frohnapple, manager of refriger- 
ator sales, are in charge of the 
refrigeration division. Operations 
of the refrigeration division for 
this year are limited because pro- 
duction has reached full capacity. 

The suggested retail selling 
price of the line ranges from $125 
to $275.. There are three single 
door models and one two door 
model. Features include: foot 
pedal for opening door; lights 
which go out automatically when 
door is closed; acid resistant 
porcelain lined food compart- 
ment; “Thermocraft” insulation, 
etc. 


THE NUTMEGGERS HOLD 
THEIR ANNUAL OUTING 


Despite poor weather, the an- 
nual outing of The Nutmeggers 
held recently at Norwich Inn, 
Norwich, Conn., had the largest 
attendance in the history of the 
organization’s outings. The Vet- 
eran golfers played their games 
in the rain. 

Howard M. Knapp, Corbin 
Screw Corp., acted as chairman 
of the committee in charge of the 
affair. The Connecticut Hard- 
ware Association was well rep- 
resented and their president, Nel- 
son Daniels, Jordan Hardware 
Co., Willimantic, addressed those 
at the outing. Bill Williams, pres- 
ident of the Paint Salesmans 
Club, represented his organiza- 
tion. Dinner and entertainment 
were on the evening program. 

Some of those attending The 
Nutmeggers outing remained over 
until the following day to attend 
the paint outing held the next 
day at Saybrook. 








A CORRECTION 


In the article “A Vir- 
tually Untouched Mar- 
ket Exists For Engine- 
Powered Devices,” pub- 
lished on page 34 of the 
June 7, 1934, issue of 
Hardware Age, a typo- 
graphical error ap- 
peared in the figure re- 
flecting an estimate of 
the sales of engine-pow- 
ered washing machines 
in the period from 1920 
to 1933 inclusive. The 
figure should have ap- 
peared as 1,111,539. 











BOMBAY, INDIA, FIRM 
WANTS AMERICAN LINES 


Clubwalla & Co., Bombay, In- 
dia, wholesalers and sales agents, 
are interested in communicating 
with American manufacturers of 
wickless oil stoves, sanitary ware, 
bathroom fittings, radios, small 
lighting sets and novelties. Club- 
walla & Co. headquarters are lo- 
cated in the Karmani Building, 
305 Hornby Road, Fort, Bombay, 
India. 

For commercial reference the 
company suggests R. N. Bapa- 
sola, Esq., 62 Forbes St., Fort, 
Bombay, India. Bank references 
may be obtained from Messrs. 
Lloyds Bank, Ltd., Bombay, 
India. 


HERCULES POWDER CO. 
PERSONNEL CHANGES 


C. E. Kinney, for many years 
technical service manager of the 
Naval Stores Department, Hercu- 
les Powder Co., Wilmington, Del., 
has been given a new assignment 
to handle special problems for 
the Naval Stores Department. 
His new duties will involve close 
cooperation with sales and de- 
velopment as well as with tech- 
nical service. Mr. Kinney was 
one of the pioneers in the design 
of the steam and solvent process 
for the manufacture of naval 
stores. 

J. M. Schantz, formerly assist- 
ant to Mr. Kinney, has been made 
manager of Naval Stores Techni- 
cal Service. He joined the Hercu- 
les Powder Co. in 1918 and has 
had varied experience in many 
branches of the company’s activ- 
ities, 





PITTSBURGHERS HEAR 
STOUT ON STORE ILLS 


As the featured speaker at the 
June 29 meeting of the Pitts- 
burgh Hardware Association, 
William M. Stout, executive 





WILLIAM M. STOUT 


manager, American Hardware 
& Supply Co., wholesale hard- 
ware, Pittsburgh, Pa., focused 
attention on the usual ills of in- 
dependent hardware stores. The 
meeting, held in the Norse Room 
of the Fort Pitt Hotel, was the 
last scheduled until fall. Nearly 
100 members and guests were 
present. Due to illness, Presi- 
dent Hegener could not be pres- 
ent, and Theodore Backoefer 
acted as chairman. Following 
the business session, a buffet 
luncheon was served. 

Through the use of specially 
prepared charts, vividly pictur- 
ing the contrast between right 
and wrong, Mr. Stout forcefully 
emphasized the importance of 
well-painted store fronts; attrac- 
tive mass displays, adequate il- 
lumination of store windows and 
interiors; effective displays of 
new goods, and neatness and 
cleanliness. The advantages of 
spending more time in selling 
than in buying were similarly 
shown. 

He urged dealers to put to 
more extensive use the many 
ideas that are recommended 
through trade mediums, through 
convention addresses, and by 
recognized merchandising au- 
thorities. Concerning what is 
generally conceded to be the 
most troublesome price problem, 
he advocated that dealers either 
meet the prices of competing 
outlets or discontinue handling 
items offered at cut prices. 
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*FRISCO KETTLE CLUB 
ENTERTAINS LADIES 


The June 12 meeting of the 
San Francisco Pot & Kettle Club 
was attended by seven ladies, 
some of whom were later asked 
to serve on an, entertainment 
committee in connection with 
the Pot & Kettle Club conven- 


tion at Monterey, Cal. Mrs. | wholesale hardware houses, were 
O. H. Watson was appointed to | guests. 
head the committee. Bruno Vice-president A. Gould pre- | 


Kaufner and Walter Kime were 
named delegates to the conven- 
tion. O. H. Erlach and Tom 
Gardiner being appointed alter- 
nates. 





Eagle Hardware Stores, Inc., held 
in the Cleveland Press Bldg., on 
“Hunting and Fishing.” The 
Hercules Products Co., Wilming- 
ton, Del., presented a motion pic- 
ture showing the making of tur- 
pentine. 


sided. 
BROOKLYN ASSN. PLANS 
DUTCH TREAT OUTING 





Clarence Talkington, | 
sales manager. The Geo. Worth- | 
ington Co., and Mr. Maguire, 
The W. Bingham Co., Cleveland, 


Walter C. Murtha, who is retir- 
ing from active business. Wil- 
son Oliver is the son of the late 
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REAFFIRM COPPER WIRE 
NAIL RECOMMENDATION 


Simplified Practice 
mendation R150, covering 
per wire nails, has been reaf- 
firmed, without change, as of July 
1, by the committee of the indus- 
try, according to an announce- 
ment by the division of simpli- 
fied practice of the National 


cop- 


Recom- | 


| Merchandise Corp. 


Bureau of Standards, Washing- | 


ton, D. C. 

This recommendation, which 
was proposed and developed by 
the industry, and which concerns 
the length and gage of common 
copper wire nails with flat heads, 
and copper wire slating nails, 
first became effective December 1, 
1933. This recommendation will 


be available in printed form in | 


the near future and will bear the 
index number R150-34. It rep- 
resents a substantial reduction in 
the variety previously listed for 
regular stock purposes. 


VALENTINE CO. MAKES 
PERSONNEL CHANGES 


C. C. Leininger was recently 
appointed general manager of 
trade sales of Valentine & Co., 
New York City, varnish and color 
manufacturers. He has had con- 
siderable experience as a sales- 
man and salesmanager, and was 


at one time with Union Carbide | 


& Carbon Corp., in charge of 
field sales work. Homer Hilton, 
in charge of eastern trade sales, 
has had broad experience in sales 
and merchandising activities. 

W. W. Gilmore, western trade 
sales manager, has had wide ex- 
perience in merchandising activi- 
ties. Deane W. Colton, recently 
appointed sales promotion and 
advertising manager, was for a 
number of years salesman in the 
field for the National Lead Co., 
subsequently associating with 
Devoe & Raynolds in sales pro- 
motion and advertising work. 
Later he was with Pittsburgh 
Plate Glass Co. and was for- 
merly general manager of a 
chain of retail paint stores. 

A. R. Boomhower, who re- 
signed from Valentine & Co., in 
1929 after eight years in the 
trade sales division, to go with 
R. H. Macy & Co., Inc., New 
York City, department store, has 
returned to the company. 


N. Y. HOUSEWARES CLUB | 


| liams Company for twenty-three 


PLANS A “STAG NIGHT” 


Members of The Housewares 
Club of New York, Hotel Penn- 
sylvania, New York City, omit- 
ted their July meeting. The 
next meeting will be held Aug. 
3 at the Hotel Pennsylvania in 
the form of a “Stag Night,” at 
which there will be boxing and 


wrestling matches. Following 
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the boxing, there will be served 
a buffet supper open to visiting 
ladies attending the housefur- 
| nishing show being held July 29 
to Aug. 4. 

Harry R. Tyler, Frederick 
Loeser & Co., Inc., is president 
of the club. Vice-presidents are: 


gaged in reorganization of the 
company. The Pittsburgh house 


| covers central, western and north- | 


ern Pennsylvania. Central and 


| northwestern West Virginia will 


C. W. Obermeyer, A. S. Boyle | 
Co., and John Lyon, Associated | 


Miss Flo 
English, Hotel Pennsylvania, is 
secretary and treasurer of the 
club. 

Regular meetings are held the 
first Wednesday of each month. 





UNIVERSITY OF WISCON- 
SIN ISSUES LISTS OF 
BOOKS, PAMPHLETS ON 

RETAILING 


A selected list of books and 
pamphlets on store management, 
retail selling, retail advertising, 
sales promotion and trade areas 
has been issued by The Univer- 
sity of Wisconsin, University Ex- 
tension Division, Bureau of Busi- 


| ness Information, Madison, Wis. 


| The list offered at 25c. a copy 
has annotations on books and 
pamphlets published within the 
past three years. Addresses of 
publishers of the books and pam- 
phlets are included. Pamphlets 
on particular retailing fields as 
well as on phases of retailing of 
interest to all types of dealers are 
listed. 

H. Rowland English, chief of 
the Bureau of Business Informa- 
tion, directed compilation of the 
list, which is entitled “Retailing, 
A Select List of Books and Pam- 
phlets.” 


LEWIS IS ASST. MGR., 
JENKINS TAPE DEPT. 


Gordon N. Lewis has been ap- 
pointed assistant manager of the 
tape division of Jenkins Bros., 
Bridgeport, Conn. 





JOBBER REORGANIZES ; 
OPENS BRANCH HOUSE 


The L. H. Smith Co., Pitts- 
| burgh, Pa., wholesale hardware 
| house which was recently re- 
| organized has leased the build- 
| ing at 507 Baltimore St., Clarks- 


| 
| 
| 


burg, W. Va., for a branch house. | 
were | 


The Clarksburg premises 
formerly occupied by the Wil- 
liams Hardware Co. Ralph H. 
| Johnson, connected with the Wil- 


| years, will be local manager and 


the personnel will comprise main- 





ly old employees of the Williams | 
organization. Glenn D. Powell is | 


credit manager. 

Howard Dewalt, who has had 
twenty-five years of experience in 
the hardware and _ housefurnish- 
ing business is Pittsburgh man- 
ager and has been actively en- 


house. 
C. Meade Wilson is president 
of the company. 


ASK REORGANIZATION OF 
BOND ELECTRIC CORP. 


Holding that the 
sales of the Bond Electric Corp., 
Jersey City, N. J., warranted a 
continuation of the company’s 


business without interruption, a | 


new committee representing cred- 
itors and debenture holders of 
the company, which has been in 
receivership since May 22, 1933, 


SMITH TO DISTRIBUTE 
HORTON APPLIANCES 


B. W. Smith, Inc., 8545 Car- 
negie Ave., Cleveland, Ohio, has 


| been appointed to distribute Hor- 


be handled by the Clarksburg | ton washing machines and iron- 


ers in the Cleveland area. The 
appointment was announced by 


| W. T. White, general sales man- 


| ager, 


volume of | 


petitioned the United States Dis- 


trict Court in Newark, N. J., on 


june 25 for reorganization of the | 


Bond interests. 

Previously the State Court had 
ordered the receivers to present 
a plan for liquidation, which they 
did, and recommended the sale 
of the business as a going con- 
cern. The receivers are C. 
Bertram Plante and L. Edward 
Herrmann. The corporation has 
factories in Jersey City, N. J., 
Lancaster, Ohio, and Mexico 
City, and maintains branches 
and warehouses throughout the 
United States. 


COPELAND NOW PRES. 
OF H. CHANNON CO. 


F. W. Copeland was elected 
president of the H. Channon Co., 
Chicago, Ill., supply and machin- 
ery distributors, at a recent meet- 
ing of the board of directors, to 
succeed the late H. G. Elfborg. 
Mr. Copeland was previously 
vice-president of 
Machinery Co., of which he re- 
mains a director. 

Directors of the H. Channon 
Co. are: G. E. Scott, president, 
American Steel Foundries; C. K. 
Knickerbocker, vice - president, 
Griffin Wheel Co.: Morris Town- 
ley, attorney; A. C, Allyn, invest- 
ment banker; Dr. C. F. Honnold, 
and W. A. Forbes. 


ELECT MILLER SEC. OF 
NORTH JERSEY ASSN. 


Horace W. Molyneux, who re- 
signed as secretary-treasurer of 
the North Jersey Hardware & 
Supply Association, was suc- 
ceeded by Melville Miller, Jer- 
sey City, N. J., at the June meet- 
ing. W. Glenn Pearce, 
Philadelphia, Pa., secretary, 
PASHA, addressed the meeting 
on the subject of NRA codes and 


the Sullivan | 





Horton Co., Fort 


Wayne, Ind. 


Mfg. 


R. P. BURROWS JOINS G. E. 
SALES PROMOTION 


R. P. Burrows, previously man- 
ager of the Pacific Division, has 
been named assistant manager of 
the sales promotion department, 
according to an announcement by 
J. E. Kewley, vice-president in 
charge of the Incandescent Lamp 
Department, General Electric Co. 
at Nela Park, Cleveland, Ohio. 
M. C. Hixson has succeeded Mr. 
Burrows as manager of the Pa- 
cific Division, with headquarters 
at San Francisco. Mr. Hixson 
was former assistant manager of 
that territory. 

Mr. Burrows joined the Re- 
search and Commercial Engineer- 
ing section at Nela Park in 1911 
and became manager of the Pa- 
cific Division in 1929. The sales 
promotion department is headed 
by H. Freeman Barnes. 


J. N. NOLL MANAGES 
RANGE BOILER FIRM 


Jacob N. Noll has been ap- 
pointed general manager of the 
Pennsylvania Range Boiler Co., 
24th St. and Washington Ave.. 
Philadelphia, Pa. The company 
manufactures a complete line of 
galvanized and Everdur copper 
boilers. 


BUYS LARGER SHARE IN 
SLAW CUTTER COMPANY 


C. B. Fett recently acquired 
the share in the business of the 
Bluffton Slaw Cutter Co., Bluff- 
ton, Ohio, of the late L. D. Kim- 
mel, one of his co-partners in the 
firm. Mr. Fett also purchased 
the interest in the business of two 
of the other partners. 

Following the death of Mr. 
Kimmel the Probate Court asked 
for an appraisal of the assets and 
liabilities. 


R & R ELECTRIC CORP. 

HAS NEW YORK OFFICE 
The R & R Electric Corp.. 

Mount Joy, Pa., manufacturer of 


Auto-Action Greyhound electric 
irons and cord sets has opened 


| offices at 200 Fifth Ave., New 


discussed a fall membership 
campaign. 
President Demarest Romaine | 


presided at the meeting. 


York City, where its line is on 
display. Philadelphia and metro- 
politan New York area sales will 
be in charge of Robert D. Price. 
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GOODRICH ANNOUNCES 
PERSONNEL CHANGES 


President J. D. Tew, The B. F. 
Goodrich Co., Akron, Ohio, has 
announced several promotions. J. 
C. Herbert, assistant counsel, The 
B. F. Goodrich Co., has been 
elected vice-president and general 
manager of Pacific Goodrich Rub- 
ber Co., Los Angeles, Calif. F. E. 
Titus has been elected vice-presi- 
dent of The B. F. Goodrich Rub- 
ber Co. in charge of tire sales for 
the company’s four Pacific coast 
districts. G. W. Hubbell has 


been elected assistant secretary 


and assistant treasurer of Pacific 
Goodrich. 

Mr. Herbert joined the com- 
pany’s legal department in 1927 
and in 1928 went to Los Angeles 
as secretary of Pacific Goodrich 
Co., returning to Akron in 1931 
as assistant counsel. Mr. Titus 
has been with Goodrich since 


1907, having been in California | 


since 1928 as general sales man- 
ager of Pacific Goodrich Rubber 
Co., which position he retains. Mr. 
Hubbell has been with the Good- 


rich organization since 1911. 


OHIO BRONZE POWDER 
HAS NEW DIVISION 
The Ohio Bronze Powder Co.. 
Cleveland, Ohio, has started a 
new division, The Premier Chem- 
ical Corp., 12435 Euclid Ave.. 
Cleveland, which is now in opera- 


tion. The Premier corporation is | 


making a full line of the follow- 
ing products: aluminum powder. 
gold powder, bronze powder, gold 
paint, aluminum paint, pure oil! 
colors, artists’ materials and 
chemical specialties. 

The sales organization of The 
Premier Chemical Corp. will 
start calling on the trade on 
August 1. 

A. V. COLE REPRESENTS 

H. F. STAPLES & CO. 


A. V. Cole, 1817 Hillcrest Rd.. 
Hollywood, Calif., has been ap- 
pointed to represent H. F. Staples 
& Co., Inc., Medford, Mass., man- 
ufacturers of floor wax, in Cali- 
fornia, Oregon and Washington. 


MYRON H. SMITH HEADS 
SPRAYER MANU- 
FACTURERS 


Myron H. Smith, president and 
general manager, D. B. Smith & 
Co., Utica, N. Y., was elected 
president of the Sprayer Manu- 
facturers’ Association at the 
annual convention recently held 
in Chicago. 

GROUP HOLDS FINAL 

MEETING FOR SEASON 


The June 7 meeting of the Es- 
sex County Hardware Dealers 


JULY 19, 1934 


Association, held at 
Auditorium, 25 Belmont 
Newark, N. J., was the final ses- 
sion until September. Plans 


were discussed for an outing to | 


be held shortly. 
Heller presided. 


President Jack 


ELECT DEWEY V.P. OF 


| 

A. R. Dewey has been electe 
| vice-president and director of 
| Van Camp Hardware & Iron Co., 





A. R. DEWEY 


| 

| Indianapolis, Ind., wholesale dis- 
| tributors. Mr. Dewey has been 
with the Van Camp company for 
twenty-four years. 


| 
| 


| . WROUGHT WASHER 

NAMES CRABB 

| PROMOTION MGR. 
Charles G. Crabb has 

appointed sales promotion man- 

ager of The Wrought Washer 

Co., Milwaukee, Wis. Mr. Crabb 


been 





CHAS. G. CRABB 


was formerly executive  vice- 
president of the General Hard- 
ware Corp., Milwaukee, Wis., 
| and prior to that was sales pro- 
motion manager of the Master 
Lock Co., Milwaukee. 

Mr. Crabb’s appointment 1s 
part of an expansion program 
and is a newly created position. 





Kreuger’s | 
Ave., | 


| 
| 
| 


VAN CAMP HARDWARE CO. | Martin’s hardware in Caves City, 
d Ore. 








| Mahler Hardware Co. 





HARDWARE BRIEFS 





‘ 


A. H. Higley has opened a | 
hardware store at Sherburn, | 


Minn. 





Fire recently destroyed George 





Talmer Dahlen recently closed 
his hardware stote in Greene. 
Towa. 


J. W. Lindler and C. E. Mark- 
ham have opened a_ hardware 
store in Lake City, Fla. 


The Geo. J. Walt & Son Hard- 
ware Store, Alice, Tex., was re- 
cently opened. 


Fire recently destroyed the 


Conway Hardware store in Ori- 
ent, S. D. 





The Rohwedder Hardware store 
in Greene, Iowa, has been re- 
modeled. 





Karnes Hardware Co., 850 
Madison St., Oak Park, Ill., has 
been purchased by H. Martin. 


The Hicks’ Hardware Store, 
Barnesville, Ohio, has moved to 


the Davey Bldg. 








Claire Roark has opened a new 
hardware store in Browns Val- 
ley, Minn. 


Pete Anderson has opened a 
hardware store in the former 
post office building in Hancock, 
Iowa. 


Wesley Mahler will operate the 
store in 
Winnebago, Minn., and will be 
assisted by Paul Casey. 


MacKay-Newcomb Co., Federal 
& High Sts., Boston, Mass., is in- 


stalling a new front with entrance 


on Federal St. 


Baxter Hardware Co., Welch, 
W. Va., has moved from Mce- 
Dowell St. to the Miriam Bldg., 
Railroad Ave. 

The W. W. Woodruff Hard- | 
ware Co., Knoxville, Tenn., has 
opened an electric appliance store 


| at 616 S. Gay St., Knoxville. The | 
| ly with the 


main store, also located on Gay 
St., will continue its electric ap- | 
pliance department. 


| owner of the 


| ware & Paint Co., 682 Alberta 


| Store, 


| opened 


J. E. and Carl DeVaughn have 
purchased from Espy Brothers 


| their hardware business on Dooly 
| St., Montezuma, Ga. 


The busi- 
ness will be operated as De- 
Vaughn Hardware Co. 





C. D. Olive recently opened a 
hardware store at 517 Central 
Ave., Fort Dodge, Iowa. Mr. 
Olive conducted a hardware busi- 
ness in Denison, Iowa, for a num- 
ber of years. 





Rose Salmonson is now sole 
Salmonson Hard- 


St., Portland, Ore., having pur- 
chased the interest of her sister. 
Ruth Salmonson. 


Gatzke Hardware, located for 
many years in School St., Web- 
ster, Mass., was recently moved 
to 131 Main St., in the same 
town. 





Joe Panzarella, Canandaigua, 
N. Y., has opened the Coy Street 
Hardware. He was formerly con- 
nected with the Cooley Hardware 
in Canandaigua. 





The store Joseph Nelson Hard- 
ware was recently moved from 
335 Bleecker St., Utica, N. Y.. 
to 337 Bleecker St., where larger 
quarters are occupied. 


The Matt Co. hardware and 
furniture store opened recently 
in the former Toman Hardware 
Bldg., E. Main St., Cherokee, 
Towa. 

The College Hardware Store in 
Campustown, Iowa, has discon- 


tinued business. 


Ralph King has purchased an 
interest in the Glenn Hardware 
Minneapolis, Kan. He 
was formerly employed by the 
J. C. Penney store in that town. 


The Hartley & Nicholl Hard- 
ware Store in Belle Center, Ohio, 
was recently damaged by smoke 
and water when fire swept the 
local business district. 


The Alleghany Hardware Co., 
recently on Main St., 
Covington, Va., W. A. Niel is 
president, M. T. Ravely is vice- 
president and J. D. Murrill is 
secretary and treasurer. Messrs. 
Ravely and Murrill were former- 
Nelson Hardware 
Co., Roanoke, for a number of 
years. 
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ORDER GRANTS LIMITED EXEMPTION FROM 
CODE PROVISIONS ON QUOTATIONS MADE 
TO FEDERAL, STATE GOVERNMENT AGENCIES 





NRA Administrator Hugh S. 
Johnson has approved an order 
granting limited exemptions | 
from codes where trade practice 
rules are in conflict with statu- 
tory provisions or well established 
procedure relating to contracts 
by the Federal Government, the 
District of Columbia, the States | 
or political subdivisions thereof. | 
General Johnson’s order says in | 
part “it is hereby ordered that | 
members of industry subject to 
codes of fair competition who | 
bid or may bid on contracts to 
be awarded by 
agencies be and they are hereby 


governmental 


exempted from compliance with | 
any provisions of such codes gov- | 
erning the making of quotations | 
to governmental agencies which | 
prohibit any of the following 
practices and such members, not- 
withstanding such prohibitions in 
such codes may: 

“(a) Quote prices and terms 
of sale to governmental agencies 
as favorable as those permitted | 
to be quoted to any commercial | 
buyer for like quantities; 





“(b) Quote definite prices or | 
terms of sale, not subject to ad- | 
justment resulting in increased 
costs during the life of the con- 
tract, for definite quantities and 
for definite periods not to ex- 
ceed three months (unless a 
longer period is now permitted 
by any such codes) ; 

“(c) Quote definite prices or 
terms of sale, not subject to ad- 
justment resulting in increased 
costs during the life of the con- 
tract, for indefinite quantities and 
for definite periods not to exceed 
six months (unless a longer pe- 
riod is now permitted by any 
such code) ; 

“(d) Quote prices and terms 
to apply on contracts to become 
effective not more than 60 days 
from the date of the opening of 
bids; 

“(e) Quote prices f.o.b. point 
of origin and/or f.o.b. destina- 
tion. 

“Provided, However, that the 
exemption hereby granted shall 
be limited to and operative only 
in connection with quotations 
made by such members to gov- 
ernmental agencies; that noth- 
ing in this order contained shall 
operate to permit deviation from 
or abandonment of open price 
and protection provisions 
now or hereafter contained in 
any such code; and that nothing 
in this order contained shall re- 
lieve any such member at any 
time from the duty of complying | 
with all other provisions of such | 
codes.” 


cost 
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TOLLEY RESIGNS FROM 
UNDERHILL, CLINCH 


George Tolley resigned re- 
cently as vice-president and gen- 
eral manager of Underhill, 
Clinch & Co., New York City, 
wholesale hardware distributors. 





GEORGE TOLLEY 


the company’s employ 
prior to the Spanish American 
War Mr. Tolley started as an 
office boy, later becoming a ste- 
nographer, then assistant buyer, 
after which he was elected sec- 
retary which office he held until 
elected vice-president and gen- 
eral manager. 

Following his resignation Mr. 
Tolley took a vacation in the 
form of an automobile trip to 
Florida. Mr. Tolley plans to 
rest during the summer months 
after which he expects to re- 
enter the hardware trade. He 
resides at 140 Sherman Avenue, 
Rockville Center, Long Island, 
N. Y. 


Entering 


ANNOUNCE EXPANSION 
OF LIGHTING PROGRAM 


The nationwide lighting ac- 
tivity sponsored by the Edison 
Electric Institute, New York 
City, and inaugurated last fall, 
is to be continued during the fall 
and winter months of 1934-35 
with an enlarged program. Light- 
ing campaigns, extensive adver- 
tising, special training of sales 
organizations and general pub- 
lic educational activities, all 
built around the slogan, Better 
Light-Better Sight, were planned 
last summer and carried out last 
fall and winter over the country 
by various interests. 

Through the National Better 
Light-Better Sight Bureau the 
Institute, together with repre- 
sentatives of the optical associa- 
tion, Clean Up and Paint Up 
Campaign Bureau, The National 


| Safety Council and other groups 
are cooperating. An executive 
| committee representative of the 
industries furnishing _financiai 
support to the bureau will be 
appointed. 
Light-Better Sight News, issued 
monthly, plans and programs for 
participants as well as ideas and 
suggestions will be exchanged 
between the cooperating groups. 
The bureau will make available 
for local use lecture material, 
radio continuities, literature and 





| display material, etc., with the 


| Better Sight theme as a keynote. 


GEN. JOHNSON APPROVES 


TOOL CODE AUTHORITY 


NRA Administrator Hugh S. 
Johnson has approved the 
method of selection and recog- 
nized the personnel of the sup- 
plementary code authority for 
the tool and implement manu- 
facturing industry as follows: 

Fayette R. Plumb, president, 
Fayette R. Plumb, Inc., Phila- 
delphia; A. C. Haeffner, man- 
ager, David Wadsworth & Son, 
Auburn, N. Y.; A. E. Newton, 
| vice-president and general man- 
| ager, the Collins Co., Collins- 
| ville, Conn.; R. Harte, president, 


Ames, Baldwin, Wyoming Co.., 
Parkersburg, W. Va.; G. B. 
Durell, chairman of board, 


American Fork & Hoe Co., Cleve- 
| land; S. S. Vaughan, president, 
Vaughan & Bushnell Mfg. Co., 
Chicago, and H. W. Conarro, 
president, Warren Axe & Tool 
Co., Warren, Pa. 

The Theodore Klatt hardware 
store and garage in Clyman, 
Wis., was destroyed by a recent 
fire which damaged other busi- 
ness buildings in Clyman. 


Fire, which started in the 
Wasement of the Zettler Hard- 








ware Co., 286 Fourth St., Colum- 
bus, Ohio, recently damaged 
fixtures and steck in the two- 
story and basement building oc- 
cupied by the firm. The build- 
ing was also damaged. 








EDWARD R. AGNEW 


Through the Better | 








Edward R. Agnew, 40, presi- | 


dent and treasurer, Agnew Hard- 
ware Co., Everett, Wash., died 


recently at his home in that | 


town. Mrs. Agnew, a son and 
two daughters survive. 


LLEWELLYN W. JONES 


Llewellyn W. Jones, president, | 
Cloth Corp., | 


Audubon Wire 
Phila., Pa., and founder and 
president of the Manganese Steel 
Forge Co., died at his home in 
Rosemont, Pa., in his 72nd year, 
after a two year illness. He 
produced the first drawn man- 


ganese steel wire, now generally 
used in wire cloth and in the 
electric industry. 


H. C. HANSON 
H. C. 


Hanson, founder and 


president of the American Gas 
Machine Co., Albert Lea, Minn.. 


died recently of heart 


failure. 





H. C. HANSON 


As a very young man, he became 
interested in the use of gasoline 
for lighting purposes and de- 
veloped the so-called cold proc- 
ess method of generating gas 
from gasoline. 

Mr. Hanson attracted men 
who stayed with his organiza- 
tion for long periods. The ma- 
jority of the officers and direc- 
tors of his company were men 
who started with him in the early 
days and all of the first seven 
men whom he employed back in 
the nineties are still actively 
connected with the company. 





J. C. GRIFFIN 


J. C. Griffin, president, Griffin 
Mfg. Co., Erie, Pa., whose pass- 
ing was recorded in the July 5 
issue of HARDWARE AGE. 
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EDWARD BOUQUET | 





Edward Bouquet, 74, presi- 
dent and treasurer, Bouquet- 
Brownson Co., Inc., St. Paul, 





Minn., sole selling agents for 
R. Brownson & Co., Hastings, | 
Minn., manufacturers of carpet | 
beaters, fly swatters, etc., died | 

| 





EDWARD BOUQUET 


June 29 following an operation. 
Mr. Bouquet entered the hard- | 
ware field in 1881 joining Far- 
well, Ozmun, Kirk & Co., St. | 
Paul, Minn., wholesale hard- | 
ware distributors, then known | 
as Farwell, Ozmun & Jackson. 
In 1900 he became one of the 
founders of Nelson & Bouquet | 
Hardware Co., Inc., Owatonna, | 
Minn., wholesalers, later bought 
out by Simmons Hardware Co., 
St. Louis, Mo. 

In 1905 Mr. Bouquet went 
into business as a manufacturers’ 
agent, later forming Bouquet- 
Brownson Co., Inc. Mr. Bouquet 
was also salesman for the J. P. 
Danielson Co., Inc., Jamestown, 
N. Y., wrench and plier manu- 
facturers, and was vice-president 
of that company. He was active 
in business until June 24 when | 
he entered the hospital. Mrs. | 
Bouquet, three daughters and a 
brother survive. 


ALFRED H. BRODERICK 


Alfred H. Broderick, president, 
National-Boston Lead Co., died 
at his home recently at the age of 
75. Mr. Broderick had been as- 
sociated with the company for 
fifty-nine years. Mrs. Broderick, 
a son and a daughter survive. 


HALSEY M. JOHNSON 


Halsey M. Johnson, 49, secre- 
tary-treasurer, The Johnson Ideal 
Halter Co., Aurora, IIl., died re- 
cently from injuries received 
when his automobile skidded and 
overturned. Mr. Johnson’s father 
founded the harness business 
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twenty-two years ago in St. Louis, 
Mo., moving to Aurora twenty 
years ago. 

Mr. Johnson, who was active 
at hardware and harness conven- 
tions, is survived by his father, 
Orville C. Johnson, president of 
the company, his mother, Mrs. 
Johnson, a son and three brothers. 


DAVID H. MILLER 
DAVID H. MILLER, 73, sec- 


| ond vice-president, The Gilbert 


& Bennett Mfg. Co., Georgetown, 
Conn., died recently at his home 


| in Norwalk, Conn., following a 


heart attack. Mr. Miller was 
well known to hardware whole- 
salers and manufacturers and 





DAVID H. MILLER 


had been with the Gilbert & Ben- 
nett organization since 1897, hav- 
ing started as a salesman. At 
the time of his death he was also 
a director of the company. He 
was also a director of the S. Nor- 
walk Trust Co. 

Mr. Miller is survived by his 
brother, Samuel J. Miller, presi- 
dent of the company, another 
brother, Charles J., who is vice- 
president in charge of the Chi- 
cago plant, two other brothers, 
Mrs. Miller and two daughters. 


D. A. LEWTER 
D. A. Lewter, 61, Huntsville, 
Ala., hardware dealer, died re- 


OBITUARY 














trade in the United States and 
Canada. Mrs. Seacrist, a son and 
a daughter survive. 


EVERETT C. JOHNSON 

Everett C. Johnson of the hard- 
ware and implement firm of S. A. 
Johnson Co., St. Charles, Minn., 
died recently. 


Cc. ARTHUR LYMAN 


C. Arthur Lyman, president, 


| 
| 


| Black, 


EDWARD B. LYNCH 
Edward B. Lynch, 66, direc- 
tor and member of the execu- 
tive committee of Burhans & 
Inc., Syracuse, N. Y., 


| ° . 
wholesale hardware distributors, 


American Ball Co., Minneapolis, | 
Minn., shot manufacturing con- | 


cern, died recently following in- 
juries received while he was 


acting as a volunteer special of- | 


ficer during a strike. 
man and four children survive. 


JOHN P. VILLAASEN 


Mrs. Ly- 


John P. Villaasen, Fergus 
Falls, Minn., former manager | 


of the Hanson Nelson hardware 


| store in that town, died recently 


at the age of 47. 


AMBERT RHOADS 


Ambert Rhoads, Woodward, 
Iowa, member of the firm of 
| Rhoads & Rhoads Hardware, 





EDWARD B. LYNCH 


| died recently after an illness of 


died recently from pneumonia. | 


JOHN LAING 


John Laing, 54, East Otto, 
N. Y., hardware dealer, died re- 
cently following a short illness. 


| He bought the hardware busi- 
| ness of C. H. Mason in 1907. | 


| sons 


cently following a sudden heart | 
attack suffered while he was at | 


his farm in Ardmore, Tenn. 


WILLIAM P. SEACRIST 
William P. Seacrist, 42, office 


manager and assistant sales man- 


ager of the E. T. Fraim Lock Co., 
Lancaster, Pa., died recently at 
the Lancaster General Hospital 
following a serious heart condi- 
tion. Mr. Seacrist was associated 


The business had been operated | 


by Mr. Laing’s father before Mr. 
Mason bought it. Mr. 


as supervisor. 
RAY L. FARMER 

Ray L. Farmer, 74, Salem, 
Ore., hardware dealer, was 
found dead recently in the base- 
ment of his store where he had 
succumbed to a heart attack. 
Mr. Farmer had been a partner 
in the store since 1885 and be- 
came proprietor in 1912, his 
later becoming partners. 
Mrs. Farmer and two sons, Clif- 
ford and Ivan, survive. 





CHARLES G. NAYLOR 


Charles G. Naylor, 78, died re- 
cently in Union City, Tenn. Un- 


| til his retirement, he was active 
| in the retail hardware and fur- 


with the company for fourteen 
years and was well known to the ! overturned. 


niture trade in that town. 


LEWIS JOHNSON 


Lewis Johnson, 60, 
Tenn., hardware 


Hunting- 


don, dealer, 


Laing | 
| had served as town clerk and 


| Parry Co. He 


At the age of 15 
hardware _ busi- 


three months. 

he entered the 
ness, having started with the 
Roberts Hardware Utica, 
N. Y., later becoming northern 
representative for the W. B. 
went with Bur- 


ta. 


| hans & Black 30 years ago and 


| 
| 
| 
| 





formerly traveled for the com- 
pany. For 14 years he served on 
the Hamilton village board of 
trustees. 

Mrs. Lynch and three sons are 
among his survivors. 


MORTIMER THOMPSON 


Mortimer Thompson, Cohoes, 
N. Y., retired hardware dealer, 
died recently at the Masonic 
Home in Utica, N. Y. He retired 
from the hardware business in 
1913 having spent approximately 
forty ‘years in it prior to retire- 
ment. 


ARTHUR MACY 


Arthur Macy, 53, credit man- 
ager, Raybestos Division, Ray- 
bestos-Manhattan, Inc., Bridge- 
port, Conn., died recently in his 
home in that city following his 
return from a credit association 
meeting in Cleveland. 

Mr. Macy had been a member 
of the Raybestos organization for 


| twenty-five years. Mrs. Macy, two 


died recently from injuries re- | 
ceived when the automobile in | 
| hospital where he had been a 
| patient for several weeks. 


which he was riding with friends 


daughters and a son survive. 


WALTER S. COX 


Walter Stanley Cox, 60, man- 
ager of the retail department of 
the Odell Hardware Co., Greens- 
boro, N. C., died June 19 at a 
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“Over-the-Top” Door 
Equipment Shown In Catalog 


An attractive and colorful booklet show- 
ing “Over-the-Top” door equipment shows 
large and clear illustrations of various types 
of garage door installations, Electrically 
operated units are described and illustrated. 
There are clear illustrations and descrip- 
tions of the installation of “Over-the-Top” 
equipment. Clearance Specifications are 
shown on Nos. 78, 718 and 912. Business 
installations are shown as well as private 
garage uses. Frantz Mfg. Co., Sterling, III. 


W. R. Brown “All Purpose 
Paint Spray No. 850” 


This paint spray has compressor with 
double bearing crank shaft, splash oiling 
system, latest type internal mix pressure 
feed spray gun and is offered with or with- 
out motor. Outfit complete consists. of 


compressor and powerful 4 h.p. 110 volt 
60 cycle A.C. motor belted and mounted on 
steel base, one aluminum quart cup capac- 
ity, pressure feed spray gun and 15 feet of 
high grade air hose. Additional hose can 
be added for greater working range. Gun 
is No. 111, with hardened steel paint valve 





needle and nozzled to resist cutting action 
of abrasives in paint. Gun has quart capac- 
ity, aluminum cup with concave bottom to 
resist high pressures. Air control gives 
instantaneous control. Material control 
at back of gun. New type cup covers allow 
instant removal for cleaning or attaching 
paint hose to gun. Two finger trigger. 
Compressor cannot pump oil. Piston sealed 
with heavy composition diaphragm and both 
intake and discharge valves are mounted 
abeve this diaphragm. This and other 
spray outfits are described and illustrated 
in circular which also shows air line units, 
pressure paint container, air filter, and air 
regulator. W. R. Brown Co., 546 N. Park- 
side Ave., Chicago, III. 


Grey & Dudley Co. Offer 
“Martha Washington” Range 


The “Martha Washington” balanced 
cast range, has cast flush front with all 
bolts entirely concealed. Made throughout 
of extra heavy cast iron; concealed oven 
door compression spring; oversize flues for 
uniform oven heating. Extra heavy ven- 
tilated double fireback; sectional key 
plate cooking top; full opening slide 
damper. Furnished with L water front or 
Pacific pipe water coil; single service door 
over ash pit fits flush into main front; 


52 


extra large ash pan. When furnished with 
10-gal. copper contact reservoir, a special 
faucet inside service door over reservoir 
compartment permits draining of water 
without dipping. Bucket or vessel, into 
which hot water is to be drained, can be 
placed on floor in front of reservoir com- 
partment and faucet can then be swung 


























down so spout will drain hot water out of 
reservoir into vessel. Available in green 
or suntan Leathertone enamel finish. Com- 
plete specifications and illustrations in 
color available from manufacturer. An- 
other range “Eunice Washington” of semi- 
cast construction has also been added to 
the Washington line. Gray & Dudley Co., 
Nashville, Tenn. 


Estwing Mfg. Co. 
Issues Catalog 


A new and complete catalog has been 
issued showing the latest additions te the 
Estwing “Unbreakable” tool line. It also 
states the company’s policy and _ sales 
points. Copies are available from the 
manufacturer or from the distributors. 


Estwing Mfg. Co., Rockford, IIl. 


Display Card For 
Nokorode Core Solder 
This attractive blue and white card is 


packed with two dozen cellophane wrapped 
packages of Nokorode Solder. Listing at 








10c. each package of solder contains the 
booklet “How to Solder.” Display card 
has easel back. Suggested retail selling 
price 10c. each. The M. W. Dunton Co., 
670 Eddy Street, Providence, R. I. 





Winchester’s 1934 Fall 
Window Display 


Here is the 1934 fall window display 
It is a color- 


offered Winchester dealers. 






ful, three-dimensional fence-corner scene 
depicting an incident in a day’s hunt which 
is instantly understood by hunters. A 


middle-aged hunter is shown. A young 
Llewellyn setter is stiffened out on a point. 
Display is lithographed in eight colors 
from an oil painting by Philip R. Goodwin. 
It measures 42 in. high and 37 in. 
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Now available from 


wide when set up. 
the Advertising Department, Winchester 
Repeating Arms Co., New Haven, Conn. 
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G.E.-16” Electric Fan 


This 16” fan with newly. designed blades 
for producing quiet air movement is de- 


mental index is printed on the front cover. 
Illustrations and diagrams are large and 
clear. Comparative list of finishes is in- 
cluded. A Lawrence Brothers sample 


Goodrich “Plastikon” 
Putty Contains Rubber 


“Plastikon” putty is a compound sim- 


has been signed for homes, theatres, offices, hospitals, | Se Te aon : 
sa to the aa. talib tees tennd he etttion. voard is illustrated. Lawrence Brothers, ilar in appearance and consistency to reg- 
It also Hee now style safety guard. Has cecillating Sterling, Il. ular painter’s putty, with the exception 
nd sales mechanism and is controlled by an petting ae that it is combined with rubber. The maker 
rom the . states that “Plastikon” has most of the 
tributors. Shapleigh’s “Ice Diamond” advantages of ordinary putty and that the 
Electric Refrigerator use of rubber gives additional benefits. 
Shapleigh’s “Ice Diamond” electric re- bine product sequioes ae mining = . 
frigerator has evaporators of copper and <a practically no oil. It - said to 
brass with a coil service of generous size. effectively resist corrosive chemicals and 
aaa te The shelves within the evaporator are re- fumes and because of its rubber content 
wrapped frigerated. This type of construction in- to offer very high resistance to moisture 
isting at creases the freezing efficiency and lowers and to have a high degree of adherence 
to steel surfaces. Plastikon putty is mar- 














throw lever providing three speeds. Stream 
lined blade design. Black and chrome fin- 
ish, This and other oscillating and non- 
oscillating fans are described in a recently 
issued broadside which also shows dealer 
display material. General Electric Co., 
Merchandise Department, Bridgeport, Conn. 


Improved Eagle ““Handy-Grip” 
Gasoline and Oil Cans 


Eagle “Handy-Grip” oil and gasoline 
cans have a 2% in. wide mouth filler open- 





the current consumption says the distrib- 
utor. Equipped with one Flex-O-Rubber 
tray. Cabinets of all steel construction. 
The insulation is sealed in hermetically 
with hot hydrolein to eliminate any pos- 
sible sweating says the distributor. Methyl 
chloride refrigerant is used, there being 
one pound in each compressor. This re- 









































keted in 15, 75 and 225-lb. cans as well 
as in small pint sizes for household use. 
Sales Promotion Dep:rtment, Mechanical 
Division, The B. F. Goodrich Rubber Co., 
Akron, Ohio. 


Universal “Uni-Kit”’ 
Kitchen Appliances 

This No. 693 “Uni-Kit” includes fruit 
juicer, food chopper, potato ricer and 
two unbreakable bowls. Bowls are acid re- 
sisting, light weight and easily cleaned, 











ing. Handy grip permits removal of cap 
; Ton without wrench simply by an easy twist 
- Ate of the wrist. This is also convenient for 
: * — venting the can when pouring. Regular 
— size spouts are drawn from one piece of 
37 in. metal and have no soldered seams. New 
rae RRNGEE Gare See attached to breast finished in ivory porcelain enamel with 
of can to insure long wear and balance. : C ae nail 
All cans made from standard gage prime black bead at top. Capacities; one anc 
sheets with triple lock seams, guaranteed three quarts. Utensils are used by placing 
by the maker to be leak proof. Enameled frigerant is said to be non-odorous, non- on stand and tightening one thumb screw. 
red for gasoline, or blue decoration for oil, poisonous and non-inflammable. Marketed Stand has rubber feet and is of sturdy 
by Shapleigh Hardware Co., St. Louis, construction. Landers, Frary & Clark, New 
Mo. Britains Conn. 
Remington 1934 Fall Hunting Window Display 
This attractive Remington 1934 fall hunt- press” Corrugated Shell. Side panels show 
ing window display will be sent to whole- Remington shot guns and sporting rifles, 
sale distributors and dealers throughout the Kleanbore shot shells and Kleanbore am- 
kerosene or other liquids. One, two and 
five gallon sizes, also faucet model in five 
gallon size. Eagle Mfg. Co., Wellsburg, 2 : yoy 
W. Va. a gS 
* Pe fh wlll ¢ 
Lawrence Brothers Issue 
Builders Hardware Catalog 
Catalog No. 18 showing Lawrence 
Brothers builders hardware lines contains 
» from 280 pages of illustrations and _ specifica- country on August 1. The center piece munition. Display is of colorful appear- 


shows a fall hunting scene, carton of Klean- ance. Remington Arms Co.. Inc., Bridge- 


chester tions. Numerical and alphabetical indexes 
bore Nitro Express shells and a “Nitro Ex- port, Conn. 


mn. are shown on the inside while the depart- 
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New Display Package 
For Du-All Mops 


Du-All mops are now mounted on an 
attractively printed card, the background 
of which is white with orange border and 
black lettering. A bright colored label in 
the center of the mop gives the number 
and list price. Each card has its own 
easel and mop is mounted on card. Pack- 
age covered with cellophane. Hole 
punched in reverse side of card permits 
customer to feel texture of yarn in mop. 
Mops available in green, blue, brown and 
orange. The Du-All Mfg. Co., Geneva, 
Ohio. 


Model 20 Console Compact 
Radiant Room Heater 


This model 20 console Radiant room 
heater is of single burner type with low 
height, occupying space 16 in. by 24 in. 
Stands 32 in. high. Rated capacity 2500- 
3500 cu. ft., ample for heating average 
living room, any bedroom, small filling 
station room, etc. Metal console cabinet 
finished in blued rust proof steel. Por- 
celain enamel top. Large grilled front 
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door heavily chromium plated and _ pol- 
ished reveals all of flame. Removable tank, 
hidden at rear has 2 gal. capacity and may 
be refilled while heater is operating. 
Standard 7-in. sleeve-type burner with in- 
tense clean flame. Consumes 1/7 gal. oil 
per hour at maximum. Burning at mini- 
mum rate it consumes 1% pts. of fuel in 
12 hr. Concealed flame control valve ad- 
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justs heat to weather conditions. Furnished 
with 8 in. burner at slight extra cost. 
Weight packed, 80 lb. Radiant Products, 
Inc., Akron, Ohio. 


Chambers “Vogue” 
Model Gas Range 


The Chambers “Vogue” console range 
No. 7141 features: Chambers oven; Cham- 
bers oven heat control; Thermowell; In- 
A-Top broiler and griddle; automatic 
lighter; Daisy Burner; individual drip 
rings; distributor grates; folding top cover; 
centralized valve control; safety gas valve 
handles; cast iron cooking top; drop door 
and “Sealtight” oven door handle. Avail- 
able in white or ivory, with black porcelain 





cooking top, nickel-plated griddle and com- 
bination enamel and chromium hardware. 
Color may be had in gas handles and in- 
cidental trimmings. Thermowell cooks three 
vegetables at once on a single light. Range 
available with four open-top burners and 


no Thermowell if desired. The Chambers 
oven cooks on retained heat with gas 
turned off. Cooks one hour with only ten 
minutes gas, says the maker. This and 
other 1934 models described in attractive 
folder. Chambers Corp., Shelbyville, Ind. 


du Pont Issues Booklet 
Entitled ““McNab on Skeet” 


“McNab on Skeet” is the title of a 
booklet written by Col. A. J. McNab, 
United States Army Reserves, who is well 
known to pistol and rifle shooters through- 
out the country. Col. McNab is the author 
of the Army Manuals on rifle and pistol 
shooting. The booklet explains the art of 
Skeet shooting in a manner of interest to 
the beginner as well as to the seasoned 
shooter. Contains clear explanations of 
how to shoot from various stations and 
contains a diagram to make the text easily 
understandable. Instruction especially for 
the beginner is given in an appendix writ- 
ten expressly for shooters who have never 
before tried their hands at Skeet. Sporting 
Powder Div., E. I. du Pont de Nemours & 

o., Wilmington, Del. 


Stewart Fences Shown 
In Catalog No. 76 


Stewart fences for every purpose are de- 
scribed and illustrated in catalog No. 76. 
Showing plain and ornamental iron picket 
as well as chain link wire fences this attrac. 
tive catalog contains eighty-eight pages of 
descriptions and illustrations. Diagrams, 
pictures of actual installations and drawings 
of designs are included. Structural fea- 
tures, construction notes and general in- 
formation are given. The catalog is indexed. 
There is also a partial listing of Stewart 
products. The Stewart Iron Works Co., 
Inc., Cincinnati, Ohio. 


Westinghouse Mercury Lamp 
With Tubular Bulb 


Having tubular bulb with innertube of 
glass this mercury lamp produces a bluish 
white light and makes possible obtaining 
of 35 to 45 lumens per watt. It has a rating 
of 15,000 lumens and consumes 400 watts 
of electricity. At present it is available in 
but one size—with 13 in. tubular bulb 
measuring 2 in. in diameter and equipped 
with mogul screw base. Glass innertube 
contains mercury which is later vaporized 
by electric arc. Arc established between 
two electrodes at each end of innertube. 
Outer tube acts as jacket. Space between 
two bulbs contains nitrogen gas at ap- 
proximately one half atmosphere pressure. 
Gas prevents arcing between metal parts 
which hold innertube firmly in lamp bulb. 
A small quantity of Argon gas in innertube 
facilitates easy starting and arcing. Spe- 
cial transformer or reactance required to 
start and maintain arc across electrodes of 
lamp. About 12 min. are required before 
lamp reaches normal operating conditions. 
Operating voltage is then 155 volts, cur- 
rent flow, 2.8 amperes. Designed life, 1500 
hr. Light given is strong in violet, blue 
and green rays of spectrum. When used 
in conjunction with tungsten filament 
lamps color deficiency in light of one is 
corrected by presence of certain colors in 
light of other, giving illumination of color 
closely approaching that of daylight. Illus- 
tration shows standard 500 watt Mazda 
lamp and new Westinghouse High Pres- 
sure Mercury Lamp which will be used to- 
gether to provide special illumination in 


Ford Bldg., World’s Fair. Westinghouse 
Lamp Co., Bloomfield, N. J. 
FF 7] 
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“The kind of product | like to sell” 


“A LOT OF PRIDE in my business is reflected 
in the hardware items you see in this store. 

“I find that the best way to assure my cus- 
tomers of satisfaction is to supply products 
made by well-known companies that aren’t 
going to risk their reputations by turning out 
inferior goods. 

“Take Bethlehem Bolts, for instance. There 
are bolts you can depend on! Since I found 
how good they are, you couldn’t give me any 
other kind. And they’re the quality product 
you’d expect them to be, coming from an 
organization with Bethlehem’s steel-making 
background. 

“They’re cleanly and accurately threaded, 
and made of good, strong steel. I’m glad to 
give them a place in my stock. They’re the 
kind of product I like to sell.” 


JULY 19, 1934 


A complete, self-contained Bethlehem di- 
vision at Lebanon, Pa., devoted entirely to the 
manufacture of bolts and nuts. and related 
products, is one of the reasons why Bethlehem 
Bolts are good bolts. Another reason is that 
they’re made of Bethlehem steel, specially 
selected for the purpose, by men who are 
specialists in bolt and nut manufacture, and 
know it from A to Z. 

Your jobber can supply Bethlehem Bolts 
promptly. 





BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 


BETHLEHEM 
BOLTS »>° NUTS 


55 











New Prices On 


CHRISTY 


Original and Genuine 


ENDERS 
and 
KEEN KUTTER BLADES 


MADE by CHRISTY 
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CHRISTY 


BLADES 





@ Christy hand-finished Blades are now 
priced to you at 17!4c per package, or $3.50 
per carton of 20 packages fives. This permits 
you to retail them profitably at the new 
advertised price to consumers of 25 cents per 
package. hese are the blades for the 
CHRISTY Razor with MASSAGE BAR which 
has rapidly gained so many new users for 
its “‘light-as-a-feather”’ shave. 





@ Original and Genuine ENDERS Blades 
MADE by CHRISTY, now priced to you 17 +c 
per package, or $3.50 per carton of 20 pack- 
ages fives. This permits retailing at new 
advertised price to consumers of 25c per 
package. These are the Original and Genuine 
ENDERS Black Blades for the Original and 
Genuine ENDERS Razor. . . both invented 
and patented by CHRISTY and made by 
CHRISTY continuously since 1907. 


KEEN KUTTER 


BLADES 








@ Original and Genuine KEEN KUTTER 
Blades MADE by CHRISTY for the KEEN 
KUTTER Razor, now priced to you 17'c per 
package, or $3.50 per carton of 20 packages 
fives. These are the same high quality blades. 
MADE by CHRISTY, which have given 
KEEN KUTTER users such satisfactory 
service for 26 years. 


In spite of these new prices, there is no les- 
sening of the Fine Christy Quality. The out- 
line of the blade on the package easily 
identifies blades MADE by CHRISTY. The 
words “MADE by CHRISTY” on ENDERS 
and KEEN KUTTER package are your fur- 


ther assurance of the Original and Genuinc. 
Specify blades MADE 


by CHRISTY when or- 
dering from your jobber. 


The CHRISTY SALES Company 


Sales Agents for Safety Razors and Blades 
MADE by CHRISTY 


FREMONT, OHIO 











“Greyhound” Electric Iron 


Features of the Greyhound electric iron 
include: visible heat indicator, switch con- 
trol in handle, direct reflected heat, air- 
cooled Bakelite handle, cut-out to prevent 
overheating and Underwriter’s approved 
cord. Visible head indicator has table in 
fahrenheit degrees—No. 1 being 100 de- 
grees, other numbers 2 to 6 inclusive indi- 
cating heat in multiple of 100 degrees. 
Cord connected to iron through specially 
designed terminal cord. Cutout designed to 
open at 600 degrees of heat. Heating ele- 
ment mounted in base of fine grade smooth 
heat reflecting porcelain, for reflecting heat 
rays to ironing surface. Insulated and 
cushioned porcelain base has best grade 





of asbestos mounted in stamped steel case. 
Model 300 A, chrome plated iron (grey 
iron base), No. 400 B hydraulic pressed 
aluminum alloy iron. Both models list at 
$7.95 and operate at 600 watts, 110-115 
volts. Display card available as well as 
envelope inserts, folders, etc. R. & R. Elec- 
tric Corp., Mount Joy, Pa. 


New Sights On Winchester 
Model 68 .22 Rifle 


This model 68 Winchester rifle is a low 
price single shot .22 rim fire rifle with 
sight equipment which will permit closer 
holding and shooting than can be obtained 
with open sights, says the maker. Cham- 
bered to shoot .22 short, long and long rifle 
cartridges interchangeably. Except in its 
new sight equipment, which is illustrated, 
it is similar in all ways to the Winchester 





model 67 rifle recently announced. Front 
sight with non-tarnishable metal bead is 
mounted low on streamline ramp base with 
non-glare ramp, and fitted with quick de- 
tachable spring steel sight cover. New 


rear sight enables shooter to make adjust- 
ments by sense of touch if desired, and 
without moving from firing position. Ad- 
justments for elevation and windage made 
with the fingers. Elevation adjustment is 
by means of horizontal disc with click set- 
ting, which turns readily under pressure of 
thumb and finger, ye! firmly holds adjusted 
positions. Windage adjustment moved left 
or right by simply pushing simple pointer 





on its notched dial. Regular standard eye 
cup provided for target use may be re- 
meved by unscrewing. Removal provides 
large hunting aperture. Packed in attrac- 
tive display carton. Winchester Repeating 
Arms Co., New Haven, Conn. 


“‘Raynout” Automatic 
Window Closer 


This device is designed to close a win- 
dow automatically after a drop of rain 
hits it. Lower window ropes are hooked 
around two small screw hooks which are 
inserted in top of lower window approxi- 
mately three inches from the edges. When 
window ropes are arranged in this manner 
window will close by gravity, says the 
maker. Latch holds window in open posi- 





tion until rain disintegrates a small 
cartridge. Small piece of lump sugar is 
used for the cartridge. “Raynout” is 
small and unnoticeable yet positive in 
action, says the maker. Easily attached it 
requires no change in window or window 
weights. Cadmium plated. Packed 12 in 
attractive display carton. Suggested re- 
tail selling price 50c. Distributed by 
Depuy, Chalue & Co., 77 Bedford St., Bos- 
ton, Mass. Made by Automatic Equipment 
Co., 49 Summit St., Newton, Mass. 
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| eye HE AMERICAN WEEKLY is the “ace 
Sei f poten the advertising deck.” 
rides It is the highest advertising card a 
_— manufacturer can play to increase the 
sila sale of his product in your store. With 
more than 5,500,000 circulation, this 
Mighty Magazine reaches more than 
one out of every five families in the na- 
tion. Your share of these families live in 
your trading area. Make them your 
. customers by featuring the products 
vr they know about and want. 
rain 
ked 
are 
oxi- 
hen 


- The American Weekly—what it is 


JOS1- 
@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 597 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 67% of its 
total circulation of more than 5,500,000. 

In each of 134 cities, it reaches one out of every two families 

In 125 more cities, 40 to 50% of the families 

In an additional 165 cities, 30 to 40% 

In another 173 cities, 20 to 30% 
... and, in addition, more than 1,885,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


: THEANERICAN 


by “The National Magazine with Local Influence” 
Main Office: 959 Eighth Avenue, New York City 
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THE NEW 


Siluil 


ASHBY DESIGN 














A new Lockwood creation, dis- 
tinctive in appearance, yet mod- 
erately priced. A design which 
should be stocked by the hard- 
ware trade, for it lends itself 
admirably to both the Colonial 
and Early English Type homes. 


Made of cast white bronze, it is 
absolutely rustproof, and finish- 
ed to resemble hand wrought 
hammered iron. 


This design is furnished with a 
complete line of trim, consist- 
ing of Entrance Door Handle, 
Knobs and Escutcheons for ex- 
terior and interior doors, Lever 
Handles, Door Knocker and 
Hinge Strap. 


Complete information will be 
sent upon request. 


LOCKWOOD 
HARDWARE MANUFACTURING CO. 


Division of the Independent Lock Co. 
FITCHBURG MASSACHUSETTS 








HARDWARE MAKES A GOOD 


BUILDING BETTER 
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Offers Sample of Reversible 
Stove Pipe Damper To Dealers 


Dealers are offered a free sample of the 
“Red Spindle” Reversible Stove Pipe 
Damper by the manufacturer. Coiled 
wire, nickel-plated grips. One-piece spin- 
dle has end divided to form prongs for 
holding grip firmly and may be inserted 
at either side of reversible blade. Has 
strong, large spring made of non-carboniz- 
ing wire, tinned finish. Steel, nickel-plated 
button has crimped construction to pre- 
vent its slipping off spindle. Enameled 
“Red Spindle” for identification purposes 
and to prevent rust. Lugs form positive 
locking device which holds blade rigid on 
spindle. Reamer point is sharp to easily 
pierce pipe. Squared to ream a smooth 
hole. Stover Mfg. & Engine Co., Free- 
port, Ill. 


New Sheath Knives In 
Remington Cutlery Line 


To stimulate vacation time sales of 
sheath knives of the Remington line, the 
company offers a colorful and attractive 
counter display and has added several 
new models of knives. The display is 
lithographed in full color with scenes to 
give the proper “atmosphere.” It is ar- 
ranged so an actual sheath knife with 
sheath can be displayed. In the rear of 
the display is a bin, for reserve stock. 
Six new and attractively designed sheath 
knives, in four and four and a half blade 
inch length with leather, genuine stag and 
Pyremite handles, have been added to the 
line. They were designed to meet the 
demand for smaller sheath knives, light 
in weight, yet solidly built. Remington 
Arms Co., Bridgeport, Conn. 


Issues Catalog No. 14 


The Fulton line of housewares is illus- 
trated in this catalog, many of the items 
being shown in actual colors. Various 
models of “Mail-tainer” mail boxes, other 
types of mail box numbers are shown, as 
well as a display stand available with a 
special mail box assortment. The com- 
pany’s line of dust pans and dust pan dis- 
play rack are illustrated. Other items 
shown in the catalog are: recipe cabinets, 
roll type memorandum, match boxes, crumb 
trays and brushes, portable clothes line 
reels, flower holders, cash and document 
boxes and fire shovels. Large clear illus- 
trations are used in the catalog which is 
available only upon request. Patent Nov- 
elty Co., Fulton, Ill. 


Corbin Screw Corp. 
Issues Catalog 34 


Corbin machine and chain products are 
described and illustrated in catalog No. 
34 containing more than 62 pages of in- 
formation. Some of the brass products are 
shown in color and many of the illustra- 
tions are of actual size. Price list on stove 
bolts is as of. May 1, 1934. Approximate 
weights and number of bolts, etc., in a 
case are indicated. Illustrations clearly 
show difference in types of bolts, nuts, 
chain, escutcheon pins. Identifying labels 
used on cartons of screws, nuts, bolts and 
chain are illustrated in color. Tables in- 
clude wire gage standards, wrench open- 
ings, weights of bar stock, distance across 
corners of hexagons and squares and deci- 
mal equivalents. Index tabs quickly 
identify each section of catalog. A general 
index is included. The Corbin Screw 


Corp., New Britain, Conn. 





Bicycles Have Rubber Mountings 


Rubber mountings will be regular equip- 
ment on all Columbia Twinbar Airider 
model bicycles and will be optional equip- 
ment on all bicycles, made by Westfield 
Mfg. Co., at a slight additional cost. 
Mountings, as shown by arrows in illus- 
tration, deaden sound and decrease any 


yet provide a silencing feature not possi- 
ble in any other way, says the maker. The 
company built the Twinbar bicycle, the 
first fully streamlined bicycle to be built, 
combining as it did the streamline frame 
and special streamline luggage carrier, 
both having had design patents issued. 





long _ service. 


after 
Mountings at rear and front axle are of 
particular importance, being designed to 
permit the same metal-to-metal contact so 
essential for permanent adjustment, and 


rattles developing 


Twinbar frame design is peculiar to this 
type of construction, namely the bars run- 
ning continuously unbroken from head to 
rear axle. The Westfield Mfg. Co., West- 
field, Mass. 
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Just a year ago... 


It seems longer, but it is only a year ago that 
we turned the oil heater business upside down 
by bringing out a radically new design—one 
that was in keeping with the tempo of the 
times. Walter Dorwin Teague, nationally famous 
designer, was commissioned to do the job. How 
well he did is best shown by the fact that our 
oil heater sales jumped 400% in one season. 


Ghe Appeal 
of Modern 
Design 


After all, a heater is heat- 
ing equipment. It is not a 
music box, or a sideboard, 
or a chair. ‘‘Why”’ said 
Mr. Teague, ‘“‘try to make 
it look like something dif- 
ferent from what it really 
is?’’ That’s why the Amer- 
ican Oil Heater looks like 
a heater at the same time 
it embodies the finest prin- 
ciples of modern design, 
perfect proportions,enhanc- 
ing walnut-brown crystal- 
line baked on finish, gleam- 
ine chromium trimmings— 
all combine to make a unit 
that immediately appeals to 
every prospective customer. 


Giant Heating 
Surfaces 


Just as revolutionary as was 
last year’s design when 
compared with the usual 
design, so this year’s con- 
struction is equally revolu- 
tionary when compared 
with the usual construction. ‘‘Giant Heating Surfaces’’ 
best describes it. More square feet of heating surfaces for 
the cold air to come in contact with—more square feet of 
surfaces to draw the utmost heat from the combustion gases 
before they escape up the chimney and with the most 
practical and efficient burners and valves for each purpose. 


Sell Healthful, Moist, Warm Air, 
Cleanliness, Convenience 


and Comfort 


Here is an oil burning heater that helps you give your 
customers exactly what they are looking for—Beauty in 





JULY 19, 1934 





AMERICAN 
Oil Burning 
HEATER NO. 95 


the Home, Healthful Humidified Heat, Cleanliness, Con- 
venience, Economy and Comfort in full measure. Evén on 
the coldest day this heater will more than take care of 
every requirement—and without your having to ‘force’ it. 


You Are Literally Surrounded 
by Hundreds of Prospects 


In every community are hundreds of prospects who want 
the cleanliness and convenience of oil heat. Let them 
know that you are selling the American Line of Oil Bur- 
ning Heaters. Let them see the heater—how adequate in 
construction, how simple in 
operation and how satisfac- 
torily it will measure up to 
their needs. To turn pros- 
pects into customers be- 
comes far easier than you 
had ever imagined. 


Everything 
You Need to 
““Make a Noise” 


And with it we have acom- 
plete line of effective deal- 
er helps—displays, folders, 
newspaper ads, sales sug- 
gestions, etc.—that will 
make it easy for you to dig 
up prospects and close sales. 
The harvest season is NOW 
—but only for those who 
go after it. 


We Can't Tell 
You The Full 
Story Here 


Space doesn’t permit it. But 
we have a catalog ready for 
you which fully illustrates 
and describes every heater 
in our line. There are sizes 
and prices to help you meet 
every need and desire. The American Oil Heater Line is 
one that will help you make more sales and more profit, for 
the discount margin enables you to go after every sale with 
enthusiasm. 

Just ask us to send you full details. Write to nearest office. 





AmeErIcAN Gas MacuINE Company, INc. 
ALBERT LEA, MINNESOTA 
Branches: 360 Furman Street, Brooklyn, New York 
4242 Hollis Street, Oakland, California 
Manufctaurers of a complete line of Liquid Fuel Appliances including 


American Oil Burning Heaters, Krrcurnxoox Instant Lighting Kitchen Stoves, 
Kampxoox Camp Stoves and Reapy-Lire Gasoline Lamps and Lanterns. 
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THE BIG SEASON IS ON! 











STOCK A 

COMPLETE LINE 
OF SPORT 

KNIVES 

















...now you can do it 
ECONOMICALLY 


rpyvoO SPORTSMEN everywhere the 
[ Remington name stands for highest 
quality and reliability. It’s only natural for 
them to turn to Remington Dealers for 
sheath and sports knives. And they're never 
disappointed, because Remingtonmakes every 
type of sheath, hunting, fish- 
ing, camping and sports knife 
in many patterns and styles. 
Remington Dealers find it 
very profitable to stock a com- 
plete line — and they can do 
it economically, too, with our 
feature assortments now avail- 
able. And every assortment 
contains free counter and win- 
dow cards, in full color. 





If you want to make vaca- 








tion time profitable, get in 








touch with your jobber or 
write us direct. Remington 
Arms Co., Inc., Cutlery 


Division, Bridgeport, Conn. 
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How’s the Hardware Business 


(Continued from page 45) 


Electrical appliance sales in the 
current year are expected to reach 
800,000,000 units, according to a re- 
cent estimate made by Dun & Brad- 
street. If this total is attained it will 
mark the largest year’s business since 
1929. Approximately 739,000,000 ap- 
pliances were sold in 1933. 

* m * 


Manufacturers of builders’ hard- 
ware are anticipating beneficial effects 
when the housing act, recently signed 
by the President, begins to function. 
This stimulation, however, is not ex- 
pected to become very noticeable until 
fall. In the meantime, most makers of 
finishing hardware are recording slight 
sales increases, due to Federal building 
projects and to improvement in genera! 
conditions. 


Electric refrigerator shipments 
by the Norge Corp., Detroit, Mich., 
totaled 22,000 units in June, closing the 
biggest half year in its history, accord- 
ing to Howard E. Blood, president. 
Shipments during the first six months 
were 94 per cent ahead, and orders were 
110 per cent ahead of the like 1933 
period. Unfilled orders on June 30 
were over five times those of the cor- 
responding date last year. Norge 
orders during the first half of this 
year exceeded their entire 1933 produc- 
tion by better than 40 per cent. 


x * * 


An order issued late in June by 
General Johnson allows members of 
the retail tire and battery trade, in bid- 
ding for Government contracts, to quote 
tires or tubes at not less than 10 per 
under the “lowest reasonable 
costs,” previously set as minimum 
prices under a declared emergency in 
the industry. This announcement, to- 
gether with the President’s authoriza- 
tion of a 15 per cent cut by all bidders 
to the Government, is thought to open 
the way for correspondingly reduced 
price filings for the general public 
where any seller so desires. 


cent 


* * * 


Many provisions of NRA codes 
affect the investment of capital in in- 
dustry. Thirty-six of the first 280 ap- 
proved codes contained restrictions on 
the installation of new machinery or on 
any increase in productive capacity. In 
addition, many codes approved in the 
first year of the NRA contain provisions 
restricting the number of hours a week 
during which machinery may be used, 


thus indirectly discouraging the in- 


stallation of new equipment. These 
figures reflect considerable light upon 
the oft-commented inactivity in the 
“capital goods” industries. 


* * * 


Business failures in the United 
States for the five-day week ended July 
5 were the lowest for any week of 1934 
to date, totaling 181, compared with 
229 in the preceding week and 265 in 
the corresponding five-day period of 
1933. Business failures in June were 
slightly more numerous than in May, 
but with that exception the number 
was below that for any other month 
since October, 1920. The records of 
Dun & Bradstreet, Inc., show 1033 
business defaults in the United States 
in June, against 977 in May, and 1648 
in June, 1933. 


* * * 


A noticeable swing toward elec- 
tric cookery is reported by Pierre L. 
Miles, general sales manager, Edison 


_ General Electric Appliance Co.,Inc., Chi- 


cago, manufacturers of Hotpoint electric 
ranges. Mr. Miles says: “Our orders 
for the first four months of 1934 total 
five times the volume for the same 
period last year. We are now 30 per 
cent ahead of quota and our orders at 
the end of April totaled more than our 
business for all of last year. Our plant 
is operating many departments both 
day and night to meet the demand.” 


(Continued on page 68) 


Klein Pliers Now On 
Individual Display Cards 


Klein pliers are now _ individually 
mounted on a brightly colored display card 
and wrapped in cellophane. This wrapping 
is used to protect the pliers and to make 
them more attractive for window and coun- 






KLEIN 
PLIERS 





ter display purposes. Large display cards 
and attractive counter and window trim 
material is furnished. The new packaging 
and display material is furnished at no 
additional cost. Mathias Klein & Sons, 


3200 Belmont Ave., Chicago, III. 
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IGHTY sound reasons are back of 
Kleanbore’s outstanding leadership. 
Kleanbore is the original non-corrosive 
cartridge, the most remarkable develop- 
ment in metallics. To millions of shooters 
this one advantage alone keeps them coming 
back for more. For Kleanbore puts an end 
to the bother and mess of barrel cleaning. 
Another big reason is accuracy—Klean- 
bore cartridges shoot where you aim! They 
have penetration and shocking power 
shooters want. And they have a// these vir- 
tues with dependable uniformity. 
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Practically all small-bore rifle shooting } 
records have been made with Kleanbore. 
This alone will testify to the great confi- 
dence shooters have in this ammunition. 
Cold facts, but they'll put a lot of warmth 
in your own sales figures. Just be sure to 
carry the complete Kleanbore line of Hi- 
Speeds and Hollow Points as well as .22 
Regulars. Write and we'll send you 
the whole story of America’s 
fastest selling ammunition. 
Remington Arms Co., Inc., 
Bridgeport, Conn. 
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KLEIN 
LIERS 








QUALITY 


NY job requiring skill can 
be handled more easily, 
more satisfactorily and 

more quickly when the pliers 
are Kleins. ‘Since 1857,” 
Klein Pliers have been the 
standard for quality with 
master workmen and public 
utilities everywhere. It will 
pay you to carry Klein pliers 
in stock. Make a note on your 
want book and order from 
your jobber’s salesman the 
uext, time he is in. 


Buy From Your Jobber 


coors FOILED costs 


3200 BELMONT AVE., CHICAGO 
CE 
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Texas Wholesale Convention 


(Continued from page 40) 


it can not sell its goods or services 
unless the worker is paid enough to buy 
them.” 

The reports of standing committees 
were received at the final session held 
Saturday morning, and the featured 
speaker was H. A. Church, vice-presi- 
dent, Thomas M. Bowers Advertising 
Agency, Chicago, Ill. Mr. Church pre- 
dicted that 2,500,000 more persons 
would be unemployed by next Dec. 1, 
unless prompt action is taken by whole- 
salers. Concerning this, he said: 

“The American public is not nearly 
so much interested in the price of mer- 
chandise as they are in the amount of 
wages in the pay envelope. It matters 
little if a postage stamp costs 2c. or 3c. 
or a pair of hose 49c. or 69c. Get the 
nation’s income back to its former level 
and the people can afford to buy all the 
farmers, miners and factories can pro- 
duce. Cutting hours, cutting the pro- 
duction of cotton, wheat, livestock and 
finished goods, can’t keep up. That will 
further curtail the sale of merchandise 
and obviously cut national income and 
wages. 

“Wholesalers can’t be expetced to do 
the job of curtailing unemployment 
alone, but they can help. Instead of 
permitting the retailer to shift for him- 
self as has been the practice for the 
past 14 years the jobbers who have their 
warehouses full of merchandise could 
ask a few nickles more for the goods 
and spend the difference to advertise 
through good newspapers telling the 
public of the valuable merchandise 
available. 

“Retailers will gladly cooperate in 
this movement and the nation’s income 


could be increased which would reflect 
in more jobs and more wages. Let us 
not curtail production. Let’s increase 
national income by again employing 
America’s business ability to sell the 
products America can produce.” 

Texas hardware wholesalers were 
praised by Mr. Church for taking in 
thousands of carloads of merchandise 
during the past year, saying that such 
large purchases had given much extra 
employment to factory workers and 
farmers. He urged them to continue 
special sales efforts so that they could 
buy more to prevent further employ- 
ment. 

At the election of officers, which fol- 
lowed, Charles Nash, Nash Hardware 
Co., Fort Worth, was chosen president, 
succeeding Edwin F. Flato, Corpus 
Christi Hardware Co., Corpus Christi. 
C. Stanley Roberts, Roberts, Sanford & 
Taylor, Sherman, was reelected first 
vice-president, and Sol L. Levy, Black 
Hardware Co., Galveston, was reelected 
second vice-president. Ray Knaur, 
Nash Hardware Co., Fort Worth, was 
elected secretary-treasurer, succeeding 
Oscar J. Koepke, Corpus Christi Hard- 
ware Co., Corpus Christi. Col. Joe 
Speight was reelected sergeant-at-arms. 

The executive committee, serving in 
the same capacity as a board of di- 
rectors, is now composed of R. A. Slack, 
Dallas, chairman; Roy Smith, Austin; 
W. W. Plowden, Orange, and D. P. 
Seay, Amarillo. 

The city for the 1935 convention is 
to be named at a later date, although 
it is understood that Galveston is 
favored. 





Gamewell Vitalarm 
Fire Alarm Signal 


To provide fire alarm protection in base- 
ments, attics, kitchens, etc., the Vitalarm 
Signal is offered. It operates at 115 volts, 
60 cycles, a.c. Comprises “rate of rise” 
thermostat principle for speed in detecting 
fire and “fixed” thermostatic principle for 
absolute assurance that fire will be de- 
tected under any condition, says the maker. 
A small neon type lamp consuming less 
than 4/10 watt glows constantly marking 
location of Vitalarm Signal and indicating 
that it is in operating condition. Where 
two or more Vitalarm signals are located 
in a room such as a store or warehouse, 
the flashing of this lamp would indicate 
at a glance which unit is operating for a 
fire. Vitalarm signals located in storage 
room or any place from which sound can- 
not easily penetrate can be connected to 
Vitalarm extension alarm howler in one of 


bed chambers. Connections may be made 
to vibrating bells, horns or sirens indoors 
or out. List price, $12.50, extension kit list 





$4.50. Combination offer, both items, list 
$15.75. Illustration shows attic or base- 
ment mount. The Gamewell Co., Newton, 
Mass. 
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Wood Chopping Contests 


(Continued from page 41) 


Signs and posters attracted 200 
people to the demonstration held on 
a side street near Kraft’s Hardware 
Store, Irvington, N. J. Two axes 
were sold. In Newton, N. J., Hart & 
Iliff had 50 people watching the 
demonstration. Posters advertised 
Mr. McLaren’s visit. 

Eight axes were sold by E. B. 
Dawson Co., Boonton, N. J., follow- 
ing a demonstration lasting one 
hour. Four hundred people were at- 
tracted by a newspaper advertise- 
ment and a window display featur- 
ing the contest. 

Three colored men tested their 
skill against Mr. McLaren opposite 
the store of F. W. White, Freehold, 
N. J. The champion chopped 
through a red oak log 12 in. in di- 
ameter in 1 minute 41 seconds. The 
best of the three entrants in the con- 
test did the same job in 314 minutes. 


Two axes were sold after the dem- 
onstration. 

At Paterson, N. J., Mr. McLaren 
cut through a 12-in. log in 54 sec- 
onds in a demonstration sponsored 
by the store of T. G. Neil. Wolf 
Bros., Inc., Irvington, N. J., had a 
demonstration which lasted 30 min- 
utes and sold six axes. Local news- 
paper advertising announced the 
event. 

Thirteen axes were sold in two 
hours as a result of the 45-minute 
demonstration held in the vacant lot 
next door to the store of J. I. Meade 
& Son, Butler, N. J. Between 450 
and 500 people were attracted to the 
store during the demonstration. As 
a member of the firm said, “Our 
store is not in the center of the town; 
the demonstration brought people 
from other parts of the town as well 
as from surrounding towns.” 





The Future of the Hardware Trade 


(Continued from page 36) 


know little, if anything, about their 
merchandise other than to be alert, to 
wait on the customer, to have the mer- 
chandise out where the customer can 
see it and handle it, to have a price 
on every piece of merchandise, and 
then but wrap it up and hand it to 
the customer. Certainly the public can 
get more accurate, dependable informa- 
tion and help from a hardware store 
salesman, but this must be coupled 
with a pleasing attitude, smiling happy 
faces, a very decided and evident desire 
to please and satisfy, plus an enormous 
amount of courtesy and consideration. 
This, in time, will build up a great 
public confidence and interest. 

The appearance of the store staff, 
including salesmen, clerks, bookkeepers, 
stock men, delivery men is also very im- 
portant. The writer has had quite an 
obsession for many years on this point, 
and still believes that the day is not far 
distant when it will be a standing rule in 
all hardware stores that the salesmen 
will be obliged to wear their coats, or 
preferably a smock with a wrap-around 
belt. The most appalling sight in a 
hardware store is to see a man come 
out to wait on a customer in the front 
of the store with perhaps dirty overalls 
and an equally dirty sweater, or still 
worse, a dirty white shirt or an atro- 
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cious blue work shirt. Chain stores deal- 
ing in general merchandise, have rec- 
ognized the necessity of standardizing 
their sales clerks, and in a great many 
cases uniform them in smocks. The 
new super food, meat markets and vege- 
table markets have utilized this to the 
greatest extent. 

It is always more desirable to a cus- 
tomer purchasing food, meat or vege- 
tables, to see a clean, standard garb 
or uniform on the clerks, because it 
produces a satisfactory effect of sanita- 
tion and cleanliness. Of course, the old 
hardware man will complain that he is 
not going to turn “sissy” and wear any 
smock or expect to be too clean when 
he has to handle bolts, chains, paints 
and oils and all of those non-profitable 
bread and butter items that used to be 
the hardware stores’ principle sale, and 
today, for the most part, represent his 
principal merchandising hazard and 
item of profitless merchandising. 

So many outstanding and modern 
hardware stores have made a success of 
specialty salesmen, or regular men in 
their organization specially trained and 
educated, who have produced a remark- 
able volume and profit in the sale 
of gas ranges of the better type, and | 
such other important departments and | 
items as electric washers, vacuum clean- | 





Slipknot 


FRICTION TAPE 


Suggestions 





<=>. 
make the 


Handy Man 


AUTOMAITI- 
CALLYa fresh 
package 
slides into 
place— 













No shop- 
worn box- 
es left at 
bottom. 





The tempting, self-service Slip- 
knot Automatic Salesman on your 
counter shows money-saving and 
emergency uses for home, auto, 
shop and sports—shows that Slip- 
knot Friction Tape in time saves 
many dollars. 
Hold your customers with Slipknot Friction 


Tape: extra adhesive, can’t dry out, edges 
can’t ravel, greater tensile strength. 


Sold thru Jobbers only. 
Write for details to 


PLYMOUTH 
RUBBER CO., INC. 


Largest Rubberizers of Cloth in the World 
100-200 Revere St.. CANTON, MASS. 
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WomEN WILL BUY 


New Labor Saving Items 


if they 
are Priced Right 





































A Self-Heating Iron without cords 
or attachments. Priced below 
any iron of comparable quality 
and still carrying an attractive 
profit. Every woman wants one. 
Handsome appearance, less tir- 
ing to use, lower ironing cost. 
A wonderful gift item of prac- 
tical utility that any homemaker 
will appreciate. 

Radiant Self-Heating Iron—beats elec- 
tricity or gas. Lights with a match. 
Cheaper to operate—only 1c for an 
average ironing. Brass front, handle 
straps and top plate heavily nickel 
plated; base chrome plated. 
Pasepeinned atboth ends, with button- 
beveled edges. Ever-cool handle fin- 
ished in black and silver. 

Brass coil generator started with match 
in few seconds—ready to iron in 40 
seconds. Heat evenly distributed— 
point to point—easily regulated. Just 
right weight for pressing or ironing, 
Complete with rest, pressure pump, 
strainer funnel, cleaning needles, 
wrench, extra generator, and 
directions. 


THE RADIANT LINE 


Inchudes de luxe and utility models of 
graceful, high-powered lamps, as well 
as 300 candle power lanterns and self- 
heating irons. 

New merchandise that attracts buyers 
and sells fast at a good margin. The 
Radiant Lantern is an especially good 
item, appealing to outdoor workers, 
farmers, hunters and tourists. More 
light—lower cost—less trouble. 

The Radiant Self-Heating Iron—a 
labor saver for women. Does whole 
ironing for a few cents. More conven- 
ient, and priced lower than ordinary 
electric or gas irons. Heavily nickel 
and chrome plated. Fix up a Radiant 
department and watch the sales grow. 
Send today far literature and dealer’s 
discounts. 


RADIANT PRODUCTS INC. 
107 Radiant Bldg., Akron, Ohio 


RADIANT 





PRODUCTS 





| 


| 


ers, electric refrigeration and _ radio 
receiving sets. Any item or article that 
is essentially a household utility or 
necessity, should find its principal de- 
mand and sale in a hardware store. 
but if the hardware dealer does not ac- 
cept this type of merchandise and open 
his heart and mind to it, this will pro- 
duce other types of merchants even per- 
haps unknown to us today, who will 
buy, exhibit and sell this type of mer- 
chandise. The public wants it and is 
buying it. Unfortunately, up to the 
present, not enough of this sales vol- 
ume has been coming to the hardware 
merchant. 

Our greatest competition lies in chain 


stores, national mail order houses, dol- 
lar stores—all highly organized—whose 
merchandising directors receive large 


| compensation, and justify it because 


of their minute study and analysis of 
the trend of the public demand, the 
price levels, and watching national ad- 
vertising in magazines, newspapers, 
radio broadcast advertising and all 
types of local competitors’ advertising. 

How then, can the “lone wolf mer- 
chant” in the hardware field expect to 


| compete against such strongly organ- 





ized, efficient national organizations, 
unless he too, individually and with his 
fellow local hardware merchants and 
with all the other hardware merchants 
in his State, give support to, both moral. 
ly and financially, their own trade asso- 
ciation so as to authorize and demand 
the compilation of such figures and the 
dissemination of same. Then each and 
every member may receive such valu- 
able data, give it personal study 
and attention, and act cooperatively and 
quickly upon the suggestions, warnings 
and advice so produced. 

Time payment sales or conditional 
salés contracts have worried, unneces- 
sarily, too many hardware merchants. 
This type of merchandising is growing, 
and it is not hazardous. The public de- 
mands it and is interested in buying 
much merchandise on deferred pay- 
ments, and Mr. Hardware Merchant 
must put himself in a position to sup- 
ply such service to his trade. 

Consumer and public advertising to 
interest them in the hardware store and 
its merchandise and prices, plus its 
service, has been quite inadequate. This 
is perhaps one of the most serious short- 
comings of the average hardware mer- 
chant of today. You must advertise to 
keep your name, your address, your 
type of business and the marchandise 
you sell before the eyes of and in the 
minds of the public that you look to for 
business. This may be in the line of 
newspaper advertisements if you have 
a good, well distributed and well read 
local or community newspaper. If not, 
then the use of printed monthly or 
quarterly breadsides should be mailed, 


or weekly or monthly postal cards 
either mimeographed or multigraphed 
in which you can list your special 
seasonal items or price appeals. The 
public will soon forget the average 
hardware merchant if he does not 
spend more time, effort and money 
along these lines. 

The writer has heard a_ remark 
passed too frequently by hardware 
merchants, who, when contacted by 
manufacturers’ or jobbers’ salesmen, to 
the effect that “I wouldn’t buy any of 
those because I wouldn’t have one in 
my home or wouldn’t use one in my 
Therein lies one of the in 
mer- 
stores, 


business.” 
herent weaknesses of hardware 
chants’ buying. Department 
chain stores and all large progressive 
and successful merchants buy what the 
public wants and do not let their per- 
sonal wishes, ideas or whims deter 
them from buying merchandise or prod- 
ucts that the public want. Therefore. 
study your public’s requirements and 
do not let personal preference control 
your buying or selections. 

Many hardware merchants have been 
found to have in stock for periods of 
from one to three or more years, a cer- 
tain limited amount of merchandise that 
has been improved with later models 
and, in most cases, lower retail prices. 
Notwithstanding the fact that the hard- 
ware merchant knows that the products 
he has in stock have been improved 
upon and reduced in price, he is care- 
less enough in many instances not to 
reduce the price in his stock to the level 
of the new and improved merchandise, 
or lower, which is still better, and dis- 
pose of it even at a loss—then put his 
money in a small stock of the newer 
lower priced products. 

Quite a number of the public is 
rather smart and they will ofttimes note 
this failing, and it will be a tremen- 
dous handicap to such hardware mer- 
chant, far beyond his wildest imagina- 
tion. Such information is passed from 
person to person and finally the public 
learns by the broadcasting of this in- 
formation that the Blank Hardware 
Company is not dependable—in fact, 
they are chiseling, and when any hard- 
ware store has such a reputation, just 
close the front door and fold up at 
once and save yourself money. 

Perhaps the most glaring incon- 
sistency on the part of too many hard- 
ware merchants or department buyers 
in hardware stores lies in the fact that 
such officials or proprietors hear the 
sales story of new merchandise bought 
from the representatives of the manu- 
facturers’ agents or jobbers’ salesmen, 
and they keep this a secret from the 
sales force. Then the merchandise so 
bought arrives, is priced, put out in 
the store and the sales force demanded 





HARDWARE AGE 





al cards 
igraphed 

special 
als. The 

average 
loes not 
1 money 


remark 
1ardware 
cted by 
‘smen, to 
y any of 
> one in 
e in my 
' the in- 
ire mer- 

stores, 
gressive 
what the 
leir per- 
is deter 
or prod- 
ierefore. 
nts and 
control 


ive been 
riods of 
‘Ss. @ CeCF- 
lise that 
models 
| prices. 
ne hard- 
yroducts 
nproved 
is care- 
; not to 
he level 
handise, 
and dis- 
put his 
» newer 


tblic is 
nes note 
tremen- 
re mer- 
magina- 
-d from 
» public 
this in- 
irdware 
in fact, 
y hard- 
yn, just 
up at 


incon- 
y hard- 
buyers 
ict that 
sar the 
bought 
manu- 
lesmen, 
om the 
dise so 
out in 
nanded 


AGE 








“THEY ALWAYS LOOKED WELL 
Now THEY WORK WELL” 


“My garage doors always looked well but they kept 
sticking and binding, and in the winter they were 
almost hopeless. I couldn’t afford to throw the doors 
away so I asked Kirk, the hardware man, what I could 
do about it. 

“‘He suggested Stanley “Swing-Up’ Hardware as an 
economical remedy. It looked good to me. For little 
money I now have the smoothest working doors in 
the neighborhood. If I were a hardware dealer I think 
I could sell a lot of these sets to door-cursing home 
owners.” 

Stanley “Swing-Up” Hardware fits any pair of 
stock doors—new or old. It converts them into a 
thoroughly up-to-date, smooth working door. Heavy 
coil springs do all the work of opening and closing 
tloor. 

Stanley Door Equipment is complete, with attrac- 
tive, smooth-working installations for every size of 
opening. 

All types of doors are included: swinging, sliding, 
folding and overhead—for private garages, service 
stations, warehouses, fire stations and any commer- 
cial or industrial opening. 











Write for full details. 
THE 
STANLEY WORKS 


New Britain, Conn. 


A See! 


DOOR 
EQUIPMENT 


STANLEY 
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FOR EVERY TYPE OF DOOR 


Ry ate ak™ 

a 4, sage | 
In English—legitimate, genu- 3% 
ine. This trade-mark appears 
on every genuine Collins tool: 
your assurance of highest 
quality and value. : 








LEGITIMUS 


‘Two Sales 


Two Profits 


Two kr 1CNUS 


WO men walked into a 
| hardware store to buy 
| axes. 

| One knew axes: he picked out 
| the style and weight of head 
| and length of handle — ex- 
| amined it, tested the feel of it 
| — bought it. The salesman 
| didn’t have to say a word—it 
| was a Collins. 

| The other didn’t know axes. 
| 








| The salesman showed him a 
Collins: pointed out the fine Michigan Single 
balance and finish, the well- Bit 

| tempered steel, and clinched 

| the sale by telling him, “You 

| can depend on a Collins axe. 
The Collins Company knows 
how to make axes — they’ve 
| been doing so for 108 years. 
| We stand behind these axes, 
and Collins stands behind us.” 
Every standard pattern, 
weight, and finish of axe, 
hatchet, bush hook, and other 
edged tools supplied in a wide 
range of price levels. 
Best of all, you’re insured a 
ee slice of profit on every e a 
ollins sale. eg 

| If your jobber cannot supply We tern Double 

you, write us direct. Bit, Carbon Finish 











Collins Official Boy Scout Axe 


Approved and licensed by The National 
Boy Scouts of America. 


“e COLLINS © 


COLLINSVILLE, CONN: 
Axes and Hatchets 
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Hand them a 


“Master 


and you offer 
the Finest 


Master Jock (o. 


MILWAUKEE,WIS 








to sell it without a bit of sales informa- 
tion, or substantially so. 

There is a standing rule in the thajor 
department stores of the U. S. that the 
buyers of departments dare not place on 
the shelves or counters of their depart- 
ment new merchandise without: first 
calling the entire sales force and per- 
sonnel into conference and giving that 
group who contact, for the most part, 
with the public, the full and complete 
sales talk, explanation and compelling 
truthful facts as to the quality, virtue 
and necessity for such merchandise. 

Hardware merchants who have two or 
more sales people or employees who 
contact the public should have a stand- 
ing rule that such employees should 
be compelled to be present, once or 
twice a month, in the evenings at sales 
meetings, to discuss the new merchan- 
dise and get the sales ammunition, and 
to discuss the want book and the 
trends of customer demand. The at- 
tendance of employees at these meet- 
ings should be absolutely compulsory. 

The writer recently had the pleasure 
of attending a sales meeting of the em- 
ployees of the house furnishing depart- 
ment of one of the largest department 
stores in metropolitan Los Angeles. The 
39 employees were obliged to be at the 
store ready for the meeting at 7:00 
a. m., just one and a half hour before 
their regular time of arrival. That hour 
and a half was well spent in explaining 
their jobs, the new merchandise and 
getting suggestions from the employees 
for the benefit of the buyer of the de- 
partment and the merchandise director 
of the institution. 

Suggestions to the future successful 
hardware merchant: Plan in advance, 
and well in advance, all of your sales, 
your advertising, and store and window 
displays. Only by advance planning 
will any of these be effective and pro- 
ductive. ' 

Advertise—use newspapers, circulars, 
broadsides, post cards, and use the tele- 
phone to call your trade and announce 
your displays, sales and prices. Some 
day very soon the public should hear 
over the air through radio broadcast 
programs, institutional announcements 
recreating in the mind of the public a 
renewed interest, confidence and regard 
to do business with the nearest depend- 
able hardware merchant. Other lines 
of retail merchandising crafts are us- 
ing such appeal most satisfactorily and 
advantageously. 

Analyze carefully whether you can- 
not serve your customers better by mak- 
ing store to house deliveries. If you do 
not have your own truck, use a motor- 
cycle. If you have neither, use your 
own car—if you have none, use one of 
your employee’s, or make arrangement 
with certain local auto delivery con- 
cerns. The cost is small, but the service 


and aid to your customers is a tremen- 
dous help in your behalf. 

Many Hardware” stores, in thickly 
populated communities, areas or cities 
where there is large pedestrian and 
automobile traffic im or past their store, 
should seriously consider whether or 
not they should stay open later at night 
than the usual closing time of 6:00 
p. m., and perhaps stay open until 7:00 
or 8:00 p. m.; and, if necessary, open 
the store that extra hour or two later in 
the morning because in metropolitan 
city neighborhoods the old-fashioned 
early morning trade will undoubtedly 
be found to have been reduced so ma- 
terially as to warrant your study of this 
matter to find whether you can get more 
business by staying open an hour in 
the evening when more people are 
about. 

Know your costs, selling expenses, 
your inventory, stock turnover, your 
correct prices and your price trends, 
and, above all, the public’s needs. 

Keep stock control, budget control 
and expense and purchasing controls. 
These can be kept in a simple, inex- 
pensive manner requiring but very little 
time. When you control your business 
by facts and figures, you never wake 
up to find that you are about to close 
up or pass into the hands of creditors. 

Maintain prices, stop profitless mer- 
chandising, turn down some undesir- 
able business that will not render you 
a sufficient profit. Stop trading dollars 
and merchandise because in such trad- 
ing, you may not know it, but you are 
losing money. 

Sell quality goods. Do not fall for 
sub-standard merchandise except as a 
competitive item which the public or a 
percentage of same may demand and 
will want and they may buy. 

You should know well, fraternize 
with, consult with and certainly co- 
operate with your fellow hardware mer- 
chants. The real competition is outside 
of the hardware merchants’ field, and 
certainly among members of the craft 
there should be closer cooperation and 
understanding, and an agreement as to 
prices, items, practices, etc. 

Arrange rent revisions. From the Na- 
tional Retail Hardware Association An- 
nual Hardware Store Survey and the 
local figures of State hardware associa- 
tions, it is apparent that most hardware 
merchants are paying too much rent 
in proportion to their sales volume. You 
must lower your cost of doing business 
by cutting unnecessary expenses, luxu- 
ries, etc., but more important by in- 
creasing your sales volume and your 
profit on every bit of merchandise sold, 
sufficient to make you a net profit. 

“Long profit lines” should be more 
fully analyzed and sold. The average 
amount of sale per customer daily, 
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il 7:00 HE RUGG-ED LINE OF QUAL- ee at 
go ITY LAWN MOWERS is a Two specialties of The Rixson Line 
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‘ precision built line on which both 
rn in dealer and jobber can build a shown here are popular sellers for case- 
olitan fi * . , ‘ 
ee inn eal — Offers | ment installation. Hardware dealers 
btedly Test a RUGG MOWER. Use it. should know how much efficiency they 
werd og e -_ its harmonious GUARANTEE can offer customers at modest cost: 
of this color scheme. Its easy running, Stead ath : 
: smooth cutting qualities. Con- signed wit bers 
more vince yourself that this mower sells ae pene wleree 
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desir- smoothly, firmly, and easily. In only 3% 
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s ‘ ‘i a ‘ 
nnd. Or, at any stopping point within this range, 
u are the sturdy mechanism holds the casement 
solidly in position. Strength out of all pro- 
ll for CORA MACHINE portion to its size is its big feature. Mounts 
dee SCREWS on stools as narrow as 114”. 
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: Special Automatic Screw RIXSON FRICTION 
oe ' Machine Products 
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most economical device 
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| An- its purpose. 
) the Feature these to every case- 
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REVOLUTIONARY 
LUBRICATING DEVICE. 


for 
LOCKSMITHS, MECHAN- 
ICS, CAR OWNERS AND 
HOUSEHOLDERS 


DIXONS GRAPH- 7 GUN 
MICROFYNE flake GRAPHITE 


INAUGURATES 

OILLESS, GREASELESS 
COMBUSTION-PROOF 
PERMANENT POWDER 

LUBRICATION for Everything 





Unparalleled country-wide sales of Guns and 

efills’’ prove the need in thousands of uses ip 
Home, Car, Work and Play. <A ‘“‘profit-scoop’’ fo: 
the Hardware, Locksmith. Auto, Factory, Marine, and 


Sports Goods Supply Dealers and Jobbers. 
Write for details and ‘‘Microfyne’’ sample. 











LEADING JOBBERS STOCK THEM 


If yours does not, send us the name—delivery will 
be made through them or another jobber. 


JOSEPH DIXON CRUCIBLE COMPANY 
Dept. 40 CG, Jersey City, N. J. 832 









“Saunders Type” 


and 
“Barnes Type 















Pipe Cutters 


If you 

were the 
customer 
customer 


If you were the you would take 


the ARMSTRONG BROS. Pipe Cutter 
every time, and so will every man who 
knows tools. Tool buyers will go out of 
their way to get these features: Inserted, 


hardened steel blocks imbedded in swing- 


ing arms for thrust rods to bear on. Hard- 
ened steel rollers and pins. ARMSTRONG 
BROS. alloy steel, Knife Blade Cutter 
Wheels. Certified Malleable Iron bodies. 


The balance and finish of a fine tool. 
Every ARMSTRONG BROS. Pipe Tool has 


these extra quality features that close 
sales. They comprise the most complete 
line of pipe tools made. They are dis- 


seemened by the Arm-and-Hammer Trade 

se Write for Catalog 

ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 

314 N. Francisco Ave., Chicago, U. S. A. 
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| monthly and yearly in the hardware 
merchants’ field has been reducing to 
an alarming extent. Stop tryinggto cont 
pete with the 5 and 10c. stores, and 
arrange the sights on your gun to shoot 
at higher sales per customer by buying, 
displaying and actually promoting the 
sale of items that are not below the 
dollar and, if necessary, up to $100 or 
more. They are being sold—if you are 
not selling them now, it is no indica- 
tion that the public is not buying them 
—just look around you and see what 
some other merchants are doing with 
types of merchandise that you should 
| have. 

Import orders, except to about 10 per 
cent of the hardware merchants, rep- 
resent a tremendous merchandising 
hazard. Too many merchants buy an 
excess quantity or supply for the little 
bit that is held out by the jobber or 
manufacturer, but when the hardware 
merchant finds out that the principal 
factor of profit in merchandise does not 
lie in the discount from list, he will 
begin making profits. The most im- 
portant factor for merchandise profit 
actually is “turnover.” 

PAY CASH AND TAKE CASH 
| DISCOUNTS. What a difference this 

will make in your costs and your prof- 

its. Do not buy beyond what you know 





you can pay for at the time it is due, 
and then stop procrastinating and pay 
for it. 

Stop giving “trade discounts” to the 
man with the overalls who says he is 
a painter or a carpenter, or a rancher 
or a farmer, or the lady who tells you 
she is the head of some women’s club 
or some group of organized women, or 
the person who is a janitor, superin- 
tendent, or, using the more modern 
term, the manager of apartment houses 
or ranches. Every time you give a 5 
or 10 per cent discount so easily, you 
are creating a public distrust in you 
and the entire hardware craft. Have 
one price for the merchandise for 
everyone, and the sooner you do it 
the more profit you will make and you 
will elevate the standards of retail 
prices in hardware stores. There is an 
odd but known psychology of the hu- 
man race: that people actually do not 
appreciate the fact that you give them 
trade discounts or sell without profit, or 
at your cost or below. This does not 
produce public confidence, respect or 
even admiration, but people smile at 
you, realizing that you are easy and 
that they are pretty expert at chiseling, 
and you derive no benefit from it—the 
benefit goes only to the purchaser. 





How’s the Hardware Business ? 


(Continued from page 60) 


On June 18 there was a manu- 


facturers’ decline of about 20 per cent, 
following a price-cutting period, on flat 
spring and bolt harness snaps and on 
a few items of buckles. 

% *% * 

Turpentine declined 3c. per gal. 
on June 29, and 2c. further on July 6 
Linseed oil is unchanged, and has been 
fairly steady for some weeks. 

, y * * * 

Brass-plated flat curtain rods, in 
certain of the lower-priced numbers, 
were advanced about 10 per cent re- 
cently, following a similar advance ef- 
fective early in the year. 

* * * 

The Chain Products Co., Cleve- 
land, Ohio, has issued a new discount 
schedule on welded and weldless chain, 
with the new prices effective June 21, 
1934. The new schedule B62134 
supersedes B9133, and applies to price 
list No. 45 and supplement No. 50. 

* *% * 


June hardware sales are reported 
from several sources as a shade better 
than June, 1933, but not so good as in 
May. The severe drought took a heavy 
toll from the totals of the midwestern 
wholesalers and from all retail trade 


in the affected areas. Conditions have 
so far improved that expectations for 
July are optimistic, and sales to date 
are running close to the corresponding 
records of last year. Price movements 
have been fewer and less radical than 
for many months past. Advances and 
declines are both appearing, according 
to the special conditions surrounding 
each line. In general, values are felt 
to be safe, except where there has been 
an over-reach of price raising during 
the N.R.A. period. 

Sales of bicycles, velocipedes, 
wagons, fishing tackle, playground ball 
equipment and all sorts of supplies for 
summer sports are showing much ahead 
of last year. The popularity of the 
bicycle shows no signs of waning, and 
dealers willing to handle sales on a 
close margin are reporting lively turn- 
over in competition with mail-order and 
department store outlets. Thoroughly 
satisfying results from sales campaigns 
on plumbing supplies, on harness 
goods, on paints, and on china, and 
glassware, are mentioned by .some 
houses who have featured these offer- 
ings. Sales of hose and sprinklers have 
been well ahead of last year, except in 
parts of the East. Lawn mowers, 
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Does “UNION”? Preference Mean SALES For You? 


A recent check-up of 50 Hardware Jobbers’ 
Catalogues showed that 28 jobbers listed UNION Hard- 
ware Roller Skates exclusively, while 22 other jobbers 
who listed Roller Skates ALL carried UNION Hardware 


Roller Skates, as well as one or more other brands. 






No. 5 
For Boys 
and Girls 





This preference for * 
“UNION” Ball-Bearing Extension Roller Skates 
s indicates SALES, because jobbers do not carry mer- 


Each pair in chandise for which there is no demand. 


an attractive 
individual 
package 






We assure you we will always maintain the good 
quality that has made the name “UNION” a “BUY- 
WORD” for Roller Skates. 

Sold By All Leading Jobbers 






Reg. U. S. Pat. Off. wt to oun ras 
Established 1854 


TORRINGTON. CONN. 
New York Office 151 Chambers St. 








eir L N * iad 
WASHERS | | 7707, FONG-GRIP 


| Sherman Long-Grip Couplings and 
n Kegs or Cartons Menders clinch the hose with a deep 
biting grip far back from the hose end. 

e Their long right angle, heavy steel 





rust-proofed grip fingers never let go. 


SHERMAN 


FIG. 31 MENDER 


_Long-Grip Couplings 


All our washers are hand 
sorted after tumbling, no 
scrap or slugs in the kegs. 








* have accurate die - cut 
? ¢ threads. All parts except 
Riveting Burrs * fingers are heavy wrought 
brass. Sizes: 2”, 8," and 34”. 
4 1 doz. in carton. Menders, 2 
== carton. Sold through 
obbers. 
THE MASTER PRODUCTS CO. H. B. SHERMAN MFG. CO 
6410 Park Ave., S.E. Cleveland, Ohio FIG. 30 COUPLING Battle Creek. Michigan 

















PUNIVERSAL] 
EPAG ~ °S Ready Money for You ’ 
In a Ready-Made Markete 


LEPASE'S CASEIN GLUE 
LEPAGE’S LIQUID SOLDER 












STAINLESS | 











LEPAGE'S GRIPSPREADER MUCILAGE i: STGEb = =. 
LEPACE’S COLD WATER WALL SIZE pa ek la CTE apaeg 
[EPAGE'S WATERPROOF CEMENT Trade is a sensitive — It seldom ome ene Pst 

[sPAcrs PAPER-HANGERS PASTE eB 
RUSSIA CEMENT CO.,GLOUCESTER, MASS. (4 different items). They create sales. 








LANDERS, FRARY & CLARK, New Britain, Conn. 
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The Original 
“HORSESHOE MAGNET” 
HAMMERS 


Steel Forgings, Perma- 
nent Magnets. The best 
magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack. 


ARTHUR R. ROBERTSON 


Sole Manufacturer 
596 Atlantic Ave., Boston, Mass. 











SNELL 


Improved Ship, Public Utility, 
Expansion, and Solid Centre 
Bits. Send for catalogue, or 
see our advertisement, the 
Catalogue and Directory of 
Hardware Age. 
SNELL MFG. CO. 
Fiskdale, Mass. 


BITS 


Hetablished 
1790 








ROCHESTER 
SASH BALANCES 
FOR YOUR PROTECTION 


Are Not Sold 
To 
Mail Order Houses 
When ordering Sash Bal- 


ances from your Jobber 
specify them by name. 


Rechester Sash Balance Co., Ine. 
hester, N. Y. 











© 


Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


239 West 39th St., New York City 
© 
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scythes and grass hooks have suffered 
a decrease, in most territories, fhough 
competitive pricing has kept “a fair 
share of this business in the hands of 
the hardware merchant. 

oa * * 

Quite a jolt was given to price 
confidence in certain heavy steel lines, 
in the modification by partial declines, 
of the sharp April advances on steel 
bars, plates, shapes, and sheets. Steel 
bars, marked up $3 per ton, dropped 
back $2, for example, and galvanized 
sheets lost $3 of their $8 per ton ad- 
vance. The influence of automobile 
manufacturers and other large con- 
sumers—fearful of maintaining their 
volume—was effective in taking off the 
“tops” of the price rise on the kinds of 
steel they largely use. The effect has 
extended through nearly all forms of 
sheet steel, but wire products have not 


been affected. 
* * * 


The American Iron and Steel In- 
stitute reported July 9 that the indi- 
cated rate of output of the country’s 
steel mills for last week was 27.5 per 
cent of capacity, an increase of 4.5 
points, or 19.5 per cent, over the de- 
pressed 23 per cent operating rate of 
the previous week. The rate a month 
ago, when mills were speeding opera- 
tions on old low-price contracts, was 
56.9 per cent. The sharp July drop 
in steel operations has caused little 
alarm since the circumstances had been 
thoroughly understood. Shipments had 
to be completed under the code before 
the quarter closed, in order to avoid 
higher prices. Several thousand men 
have returned to work in the East 
Chicago and Gary steel mills on short 
week schedules. Instead of working 
the full steel code week, they will be 
given three or four days’ employment 
until production expands, thus aiding 
in spreading the work’ among the men 
on the pay rolls. . 

* « * 

A point of marked interest to 
hardware men just now is the develop- 
ment of the housing program under 
legislation passed at the end of Con- 
gress. With real cooperation now from 
the building-material industries, and 
from labor in the building fields, there 
should be a notable revival of new con- 
struction and of badly needed repair 
work on homes and farm buildings. 

* * & 


May sales of paint, varnish, and 
lacquer products, based on data re- 
ported to the Bureau of the Census by 
586 establishments, reached more than 
331% million dollars, by far the largest 
month last year or this, and 28 per 
cent ahead of May, 1933. Cumulative 
sales to June 1, this year, were upward 
of 123 million dollars, compared with 


about 82 million for the corresponding 


five months a year ago. 
* + * 


Shipments of household washing 
machines, by the 31 members of the 
American. Washing Machine Manufac- 
turers’ Association, totaled 126,695 in 
May, as compared with 77,786 in May, 
1933. This is the 16th similar con- 
secutive increase. Gas engine models 
totaled 14,053, as compared to 2866 
in May, 1933. The 19 makers of home 
ironing machines reported shipments 
of 8947 units in May, as compared with 
3873 in May, 1933. Secretary J. R. 
Bohnen comments that sales are show- 
ing unusual summer vitality, and also 
says that more importance is now being 
attached to long trends than to month- 
by-month contrasts, due to the fact 
that the upturn in the industry has been 
of lengthy duration. 

* * * 


Oil burner shipments, as re- 
ported to the Bureau of the Census by 
149 manufacturers, totaled 25,555 in the 
first five months of this year, as com- 
pared with 16,847 in the like period of 
last year. 

* * * 

Stockholders in the Pittsburgh 
Plate Glass Co. received a dividend of 
35c. a share on July 2. This compares 
with 35c. a share paid April 2, 1934, 
and 25c. paid Jan. 2, 1934. In a report 
accompanying the dividend checks, 
H. S. Wherrett, president, says that the 
company’s earnings for the first quar- 
ter of the year were very satisfactory, 
with sales of all major products being 
substantially in excess of the same 
quarter of last year. Final figures for 
the second quarter will not be available 
for several weeks. A marked increase 
in the maintenance painting of both 
home and industrial buildings is said 
to have been largely responsible for 
larger sales volume in both paints and 
brushes. 

* * ~ 

June construction contracts in 
the 37 Eastern States amounted to 
$127,131,200, according to F. W. Dodge 
Corporation. This total represents a 
gain of 24 per cent over the June, 1933, 
total of $102,341,900, but a decline of 
5 per cent when compared with the pre- 
ceding month’s total of $134,438,700. 
This decline, however, is no more than 
the usual seasonal decline from May 
to June. With reference to contem- 
plated new construction during June 
there was an increase of almost 30 per 
cent in the total volume of intentions to 
build. The month’s total was $313,- 
882,300, as compared with $241,271,200 
for May, and $386,259,700 for June of 
last year. The first half of 1934 shows 
a decided improvement over both 1933 
and 1932. 
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nding STO DAMAGE FROM RAIN TO YOUR CUSTOMERS’ 
HOMES THROUGH OPEN WINDOWS. 
ishing Sell them the new RAYNOUT Automatic Window Closer 
nufac- ONE DROP OF RAIN WILL CLOSE THEIR WINDOW 
995 in WHETHER THEY ARE AT HOME OR AWAY... . 
con pacer om ‘easy to attach ~ RAYNOUT soe store means extra 
nodeis change in window, or window weights. S. enieoed 
2866 | _, BRAYHOUT jodker, or write to our dic- 
home RAYNOUT «ells for only 50 cents (slight- pa a 
nanete ly more in the far West) ' 
1 with packed 12 to a display carton and 3 display DEPUY, CHALUE & COMPANY 
LR cartons to shipping carton. 77 BEDFORD ST., BOSTON, MASS. 
aie. AUTOMATIC EQUIPMENT CoO. NEWTON, MASS. 
1 also 
being 
th- 
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1934, 
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tory, 
cor The President 
same ATLANTIC CITY'S NEWEST BOARDWALK HOTEL 
= - cordially invites you and your friends to make it your 
ilable headquarters while attending the conventions in 
both October of the National Wholesale Hardware Asso- 
aad ciation and the American Hardware Manufacturers 
. toe Association. 
s and oo ae en ea ae es 
“talnatting Pack . 
ts i HOLLAND MFG. COMPANY wie "ied 
ed to BALTIMORE, MARYLAND. 
Dodge 
mts a 
1933, 
ine of 
3 @ GRANITE STATE LAWN MOWERS 
~~ \ SERVE ALL GRASS CUTTING REQUIREMENTS 
| May ay zl > \ LEADERS IN QUALITY AND SERVICE FOR SEVENTY-FIVE YEARS 
ntem- \ Ay L_ZzA \ 
a i AV . re @ Built with 8, 9 and 10 inch wheels—3, 4 and 5 knives. 
30 per a= <a = Ua 9) Oh New fool-proof self-adjusting ball bearings—Spring 
ons to = Re =O a cover oil cups—Easy knife adjustments and high grade 
$313.- WNAwis Tae 2, Seo throughout. 
nego We = ___— @ 12” TO 20” CUTTING WIDTHS @ 
ine 0 = ‘ i BE “ er a 
shows => “idee «-GRANITE STATE MOWING MACHINE CO. 
sald agg. ' HINSDALE, NEW HAMPSHIRE 
AGE 
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Use the “Classified Opportunities Section” to Reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


CLASSIFIED ADVERTISING THE FOLLOWING RATES “ound DISPLAY RATES 
RATES apply to “Help Wanted,” “Business Oppor- {| 1 imch .......-ceebeeeseeeceeeee $5.00 
tunities,” “Sales Accounts Wanted” and Each pr ate inch. Pe eR ee ee 4.00 








“Sales Representatives Wanted” advertise- Discounts for Classified Advertising 


mants. 4 insertions, 10% off; 8 insertions, 15% off. 
Due to the special rate, these discounts do 





Positions Wanted Adver- 














Set Solid, Maximum of 50 words..... $3.00 
P a . not apply on Positions Wanted Advertise- 
tisements at Special Rate of Each additional word ..........-. .06 sani. 
All Capitals, Maximum of 50 words.. 4.00 
— Dish obfitticesd ened Wane 06 HARDWARE AGE is published every other 
one centa word, ee ee COEF S SH O8 Thursday. Classified forms close 13 Days 
i Allow Seven Words for Keyed Address. previous to date of publication. 
fifty cents per imsertion. | Remittance Must Accompany Order Address your advertisements and replies to 
a oc AGE, Classified _ 
Send check or money order, not currency 239 West 39th St., New York C 





Samples of merchandise, literature, catalogs, etc., will not be forwarded 











SALES ACCOUNTS WANTED SALES REPRESENTATIVES WANTED POSITIONS WANTED 








SALESMAN WHO HAS COVERED MET. | ~ 2 WANT CONNECTION WITH | ESTAB- 
ROPOLITAN area for past 18 years is ema OLD) ESTABLISHED COMPANY SPE- LISHED MANUFACTURER for California or 
in securing an additional line in this market. Ad- | CIALIZING IN packaged roses, shrubs, etc., de- Pacific Coast. Wide experience selling hardware, 
dress Box B-447, care of Hanpware Acs, New | sites immediate full time services of a salesman | mill supply, electrical and automotive jobbers. Un- 
York City. accustomed to contacting hardware or department usual record as salesman and manager. Best 

store trade. Should have not less than five years | bank and commercial references and bond. Liberal 
successful experience and capable of earning $5,000 | arrangement with reliable concern offering perma- 
per year. Several territories open. Excellent | nent connection with future. Address Box B-444, 

BELIEVE IT OR NOT WE sell the hardware | OPPortunity for right man. Addrese Box B-451. | care of Harpware Acer, New York City. 

jobbers of the Atlantic Seaboard from Washington ee a a oe ted CONSTRUCTIVE KNOWI EDGE AND EX 
+ a a7 I . - 
north. We know the eastern trade thoroughly PERIENCE OF modern retail hardware, house- 


through years of favorable contact. We need two ishi i i 
idditional established lines going to hardware eee a hi gets yd 


jobbers and department stores. We handle non. HELP WANTED agement is my paramount asset. Fully versed in 
conflicting lines and limit ourselves to representa- up-to-date managing, displaying and a_ business 


tion which we can handle pe rsonally. pineal . | getter. Immediate position desired should call for 
Edwards Sales Factors, 45 W. 34th St., N.Y.C application of these qualifications plus full man- 

























































Edward Weingarten—Roy F. Soul Bi WANTED SALESMAN WITH KNOWL- agerial responsibility. My age is 34. Locate New 
g oy oule. EDGE of wire and wire products, for traveling York State, New Jersey or Conn. Address Box 
sition which will include promotional work B-448, care of HarDware AGeE, New York City. 
ome knowledge of jobbing trade desirable. | — 
—— ee References — Age — Experience. _ Address Box 
' EW Lame ANTED-—-OLD AND ESTAB.- | B-425, care of Harpware Ace, New York City d | 
ISHED MANUFACTURERS’ REPRESENTA- | ial P 
riVES WITH MANY YEARS OF SUCCESS- ar ware ersonne 
Ft ate EXPERIENCE IN THE | = sein “am aes FOR THE HARDWARE 
SOUT AND SOUTHWESTERN STATES ~ 1 
DESIRES ONE OR TWO NEW LINES ON POSITIONS WANTED AND 
SALARY OR COMMISSION BASIS. WE ALLIED INDUSTRIES 
COVER THIS TERRITORY WITH MEN | ~~ 
WHO KNOW THE TRADE AND ARE CA. | ee Ear. eecaal a WHOLESALE RETAIL 
, o > GETT _ | ADVERTISING, DISPLAY MAN, CARD 
PABLE OF GETTING YOU BUSINESS. AD- | DITE 3 > * . ; 
DRESS BOX B-450, CARE OF HARDWARE | WRITER and salesman. Koester School gradu- Men and women are registered in this bureau who 
\C oe x EW Y > Seomer ate. Expert background and sales promotion work. can successfully fill any position listed below. Well 
or . YORK CITY Age 28. Have spent my entire life in hardware recommended and trained in their occupations. 
Harpware AGE, Mee York City. SALES DEPARTMENT , - 
MANUFACTURERS, ATTEN TION — ARE og —_ manager, ey inside and 
YOU SEEKING distribution in New York City bo ee a 
and nearby sections? We can offer you our 46 HARDWARE STORE POSITION WANTED PURCHASING DEPARTMENT 
years of representing staple lines with unusual | BY man with 25 years’ retail store experience in otrice uanaten’” 
seoes and shipping space in the heart of the | buying and selling. Thorough knowledge of all Cashier, bookkeeper, stenographers, clerks, mai! 
vardware trade. We desire additional lines on an | branches of hardware. Married, willing to locate clerks. 
exclusive agency basis for brass goods, nuts, anywhere. Address—Frederick Eich, 526 W. SHIPPING DEPARTMENT 
holts, factory, machinists’ supplies, replacement | 16ist St., New York City. mavens clerks, assistants, truck or chauffeurs, 
parts service, house furnishing items of merit. tg 5 } vers. 
Address Box B-424, care of Harpware Acre, New ——— — = - | sTock ge 
Vork Clty. | Stock men, order pick 
2 ‘ ‘ ADVERTISING AND PUBLICITY 
RETAIL SALESMAN, EXPERIENC 44 IN Cotalagne compilers, circular layout men, ma- 
=~ tanetirseciairtianatrrien JANITOR and apartment house supplies and latest chine _ operator 
. — method of receiving = ebouee. ges ———_ eo DEPARTMENT 
. — acetate ai = 3 and capable window dresser arried, age e- BILLING DEPARTMENT 
SALES REPRESENTATIVES WANTED | side New York City. Well recommended. Com- Pricing clerks, billing machine operators 
pensation secondary consideration. Willing to go RETAIL DEPARTMENT 
_ anywhere. Address Box B-452, care of HARDWARE ge lage lg ogg gg 
SALESMEN WANTED -TO SELL SHEARS Ace, New York City. ceiving clerks, locksmiths, repair men. ‘ 
eee — and manicure items to jobbers and - . NO CHARGE bl tr alta FoR THIS 
related outlets, also department stores Straight " This is the only employment agency which special: 
commission basis No objection to vacuaia aa | EXPERIENCED SALESMAN WHO HAS izes in the hardware and allied industries. 
ditional non-conflicting lines Territories open SUCCESSFULLY _ introduced od — to the 
Western Pennsylvania, New Jersey. Iowa, Mis hardware, auto, mill, mine, plumbing and sporting H 
souri, Arkansas, Kansas, Nebraska, Colorado, New | goods” jobbers, railroads, large industries and Associated Placement Bureau 
Mexico, Wyoming, Montana, Utah, Nevada, Idaho, | dealers, would appreciate at this time a place with 152 West 42nd Street New York City 
North Carolina, South Carolina, Virginia and | a manufacturer who is expanding. Active. 443. Wis. 7-1802, 1803 
Vest Virginia. Address: The Henkel Company, | vincing, pleasing persona ality. Address Box B-443 sgaliala . ; 
Fremont, ‘Ohio. care of Harpware AGE, New Vork City. 




















Good Window Displays « « « « « « « «# # «#& HH Hw & & 


Do you realize that no one factor will And many dealers who require their own 
draw people to your store like attractive copy of Hardware Age find it highly profit- 
window displays of seasonable merchandise? able to subscribe to extra copies for their 

sales force. 

Hardware Age is continually reproducing The cost, $1.00 per year, is returned over 
such window displays—its representatives and over in better windows and increased 
are always on the lookout for new ideas. trade. 


HARDWARE AGE, 239 West 39th Street, New York City 
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AGE 


UTVE.... GENTLEMEN 


only a dime . . a ten cent seller 
with a BIG GROSS MARGIN. 









Stock these superior garden tools. 


One of the best ten cent sellers on the 
market today. Strong, deluxe type, 
hand garden tools, designed for profes- 
slonal and amoteur use. Sturdy 


hardwood handles. Packed 1 doz. to a ANIMAL TRAP COMPANY OF AMERICA 





shipping — ae pag sane The world's oldest and largest Manufacturers of Animal Traps 
prac: earandcnstcd LITITZ, PA. & NIAGARA FALLS, ONT. 








Because they can be hammered 
into walls without breaking 


Moore 
i Aluminum Push-Pins 


ee ioe ad are steady sellers in hardware stores. 


STAPLES PASTE WAX 6 for10c. In window-front packets 
STAPLES LIQUID WAX 


STAPLES MIRROR KOTE 


(no rubbing required) 


STAPLES WAX 


Sold almost 100% through retail hardware and paint 
stores. This is your assurance of fair profit and 
quicker turnover. 


















Ask your Jobber for our attractive Coun- 
ter Display, which quickly sells itself out. 


. New Price List of all our products now ready. 
and a complete line of commer- 


cial floor waxes and polishes. MOORE PUSH-PIN CO. 
113-125 Berkley St. ‘PHILADELPHIA, PA. 


if ITACK S 


Sh ‘Create confidence’ 


mi nae Ask your jobber 


ates Barner W. W. CROSS &CO. INC. 
i EAST JAFFREY N.H. 


































































































D R ur COOK 


DIRECT MAIL Silver Lake Sash Cord | 


Addressing GUARANTEED FOR 20 YEARS 
and Mailing Service Identified by the name SILVER LAKI 


Nelilecemeemavoa’ 





Our Names and Addresses of Hardware Retailers Are 
Up-to-Date. 

Do Not Contain Dead Names—Have No Duplications. EDDYSTONE ~ a superior sash cord 

Include All New Names. long wearing and of high quality Display Carton 
Bring Maximum Success to Your Direct Mail Campaigns. oie 
_—e-——_——_ ‘ PELHAM guarantees satisfaction TUBEHANKS 

Our Mailing Operations Are 
EFFECTIVE *ECONOMICAL*PROMPTLY EXECUTED INEn@6):40) 
Prices Reasonable. Write for Details. 


HARDWARE AGE ADDRESSING DEPT. 
239 W. 39TH ST., NEW YORK, N. Y. 


our exclusive Put-Up 


Silver Lake Co. 


Newtonville, Mass. 
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Bl Ue “hag old Bicycle man, say - 
This new 


Pi *NEVR- CREEP 


2 RIM CEMENT 
is the BEST yet! 


Your customers will agree 
with Bill when they use 
Nev’r-Creep. It’s the tightest 
sticking Rim Cement we 
ever saw and we have been 
making cement for 24 years. 
A tire can be put on with 
Nev’r-Creep and ridden 
immediately ... and the tire 
won't slip on the rim! 












Bottle With 
Swab Welded 
To Metal 
Cap 






































Patented 
Ce 7 

: Nev’r-Creep is a plastic 
cement. It won’t dry up nor 
crumble in any climate. One 
experience will make you en- 
thusiastic, too. 


Anat atatatarararerers are : Nev’r-Creep is supplied in the 
) “ 2 oz. bottle with patented non- 
| leak cap as illustrated. Also in 


tubes and gallons. 


Write us on Your Letterhead 
for Trial Sample! 





Established 1910 
Manufacturers DUTCH BRAND Rubber and 
Chemical Products 
Woodlawn Ave., 77th to 78th Streets 
Chicago, U.S.A. 


Other Fast-Selling Nationally Advertised 
DUTCH BRAND Products 
Household Cement General-Use Oil 
Gold and Alumi- Last-Long Shoe 
num Paint Soles 
Rub’r-Shim—Stops drafts and rattles in 
automobile bodies land around the 
home. 
Sky-Hy Play Balls 


DUTCH BRAND 
“a: wee 


DUTCH BRAND The “Sticks and Stays 

BICYCLE TIRE Stuck” Cement for re- 

FLUID pairing auto and cycle 

f_ Will not ferment, inner tubes and rubber 

“I crystallize,evaporate and leather articles of 

nor decompose. Large all descriptions. 

tubes. Gives dealers 3 

a bigger profit! 







DUTCH BRAND 
FRICTION TAPE 
DISPENSER 
The modern way 
to sell more Friction 
Tape. It’s patented! 








a tin. 
See the DUTCH BRAND EXHIBIT af A CENTURY o/ PROGRESS -CHICAGO-1934 
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cr Ulaais 


i ce 


AND WROUGHT STEEL 
HARDWARE 


Door Butts 


Strap and 
Tee Hinges 


Pressed Steel 
Shelf Brackets 


Ornamental 
Hinges 
Safety Hasps 
Hinge Hasps 
Door Handles 


Garage Hardware % 


Corner Irons 
* 


Corner Braces 
Barrel Bolts 
Cellar Window Sets 


Back Flaps 
Chest Hinges 


Screen Door 
Hardware 


e 
Send for catalog describing 
these and other items. 


CH anufacturing Company 


ERIE, PENNSYLVANIA 





Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 Purcnase Sr. 
CHICAGO: 162 N. CuINTON ST. SAN FRANCISCO: 703 Marker St 





HARDWARE AGE 
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THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 





A 
I I oko hk eae 
American Chain Co. ........... 
American Fork & Hoe Co....... 
American Gas Machine Co...... 
American Handle Co. ......... 
American Safety Razor Co..... 


American Sheet & Tin Plate Co. 
American Steel & Wire Co..... 
American Thermos Bottle Co... 
American Weekly, The ........ 
American Window Glass Co.... 
American Wire Fabrics Co..... 
Ames Baldwin Wyoming Co..... 
Animal Trap Co. of America... 
| oe 


Armstrong Bros. Tool Co....... 
Armstrong-Bray ..........2.... 
Mins & Ga, EB: Ciciccccccce 
ME TH GB. iis occ ces seen 
Automatic Equipment Co. ...... 
B 
Babcock, W. W., Co.....055.226. 
gE a 
Ly Ee 
Ee 
Behr-Manning Corp. .......... 
oe 8 re 
oo 8 > 
Bethlehem Steel Co. .......... 
Binney & Smith Co. .......... 


Bissell Carpet Sweeper Co. .... 
Blaisdell Pencil Co. 
Bommer Spring Hinge Co..... 
Boston Woven Hose & Rubber 


Brearley Co., The 
Briggs & Stratton Corp. ....... 
ee re rn 
ee 
Burgess Battery Co. ........... 


e 


Carborundum Co. 
Chain Products Co. ........... 
Champion Hdwe. Co. .......... 
Chicago Roller Skate Co. ...... 
Chicago Spring Hinge Co. ..... 
Chisholm-Ryder, Inc. .......... 
Christy Sales Co. 
eS eee 
Clark Bros. Bolt Co. .......... 
Clarke Sanding Machine Co..... 
Clemson Bros., Inc. .......... 
Cleveland Wire Spring Co....... 
CR TE TO. on cass ccsence'e 
Coburn Trolley Track Co....... 
Coleman Lamp & Stove Co..... 
Collins Co., The 
NN 6a sick dra dingshie.ene skal 
Columbian Rope Co. .......... 
Continental Screen Co. ........ 
Continental Screw Co. ........ 
Continental Steel Corp. ....... 
Corbin Cabinet Lock Co. 
Corbin Screw Corp. ‘ 
Corning Glass Works .......... 


Crescent-Davis Arms Corp...... 

Cross & Co., Inc., W. W....... 

Cyclone Fence Co. ............ 
D 


Dazey Churn & Mfg. Co....... 
Devlin Mfg. Co., Thomas...... 
RE Gi SE ikaw cicerieniens 
Disston & Sons, Henry ........ 
Dixon Crucible Co., Joseph .... 
Domes of Silence 





Dreadnaught Sanders 
Duluth Show Case Co......... 
DIETER, tcinciciaicaieacradunatcs 
BDuntes Ca, Mi Wea ccccccsicss 
Du Pont de Nemours Co., 

z. &. 


MA BOGOR: 6 50.03050%acaaer 
Eagle Mfg. Co. 
Economic Steel Rack Co. ...... 
Edison Lamp Works 
Edlund Co. 
Elastic Tip Co. 
Electric Refrigeration Bureau. . 
Empire Rubber Products Co... 
PON, ios sinie scans bald meas 


F 

Federal Enameling & Stamping 

CM cheb nmecamspeanaiad bdaes 
Florence Stove Co. ............ 
Se 
Fowler & Union Horsenail Co... 
Franklin Hotel, Benjamin 
a ee 
Pewee Memeer CA occ acciccses 
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Gardiner Metal Co. 


| General Electric Co., Nela Park 


General Electric Co., Bridgeport, 

Conn. 
General Naval Stores Co., Inc... 
Gilbert & Bennett Mfg. Co..... 
Goldsmith Sona, Po o.6 isi osc vcs 
Goodyear Tire & Rubber Co... 
Granite State Mowing Mach. Co. 
Gray @ Dadiey Co.. ...046.0-50 
Greenfield Tap & Die Corp. .... 
CHUM TS MOMS. 6 bk 6 idtoncd aces 


H 
Hamilton Beach Mfg. Co....... 


| Hammond Paint & Chemical Co.., 


| Horrocks-Ibbotson Co. 


Inc. 
Hanover Wire Cloth Co. ...... 
Hazard Insulated Wire Works 

Div. of the Okonite Co....... 
Hill Clothes Dryer Co......... 
Hoeft & Co., 
Holland Mfg. Co. ......... a5 
Hoppe, Inc., Frank A. ........ 


| TN SOR. sia isa ndewad es 
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Tmperial Bit & Snap Co....... 
Independent Lock Co. 


_ | Indiana Steel & Wire Co....... 


| International Harvester Co. of 


| 


SS, FURS a 250 bs See ccwen 
International Radio Corp. ...... 


J 


Johnson’s Laboratories, Inc. .... 


K 


Kingston Products Corp......... 
2 2 ae nee 
Knapp Monarch Co. 
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Landers, Frary & Clark........ 
Libbey, Owens, Ford Glass Co... 
Lincoln-Schleuter Floor Machine 

Co. 
Lindany Light Ca. ook ckcscccue 
Te ge ree eee re 
Lockwood Hdwe. Mfg. Co..... 
ate TR Ge 066k sce ccves 
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McKinney Bits. Co. 2.062605. 
Majestic Co., The 
Mansfield Tire & Rubber Co... 
Marvel Rack Mfg. Co......... 
Master Products Co. 
RAMEE TO GO. 6.5.5: dicin0:40:60:05 
Merchandise Mart 
Metal Sponge Sales Corp....... 
Mid-States Steel & Wire Co..... 
Miller, Inc., Robert E......... 
Miller Rubber Products Co..... 
Minnesota Mining & Mfg. Co... 
Miracul Wax Co. 
Moore Push Pin Co. 
Morse Twist Drill & Machine 

Co. 
Moulton Ladder Mfg. Co....... 
Muralo Co. 
Murphy’s Sons Co., Robert.... 
Myers & Bros. Co., F. E....... 


N 


| National Carbon Co., The...... 


National Lea@ Ce. .cicccciee. 
National Mite. Ce. ...ccsciicce 
National Screen Co. ........... 
New Haven Clock Co. 
Newton Mfg. Co. 
New York Wire Cloth Co...... 


| Nicholson File Co. ............ 


| Parker-Kalon Corp. 


MeO GS. 60.6 5-0008cc8cn.0ses 
Northwestern Barb Wire Co.... 
Norton-Pike Co. 


O’ Cedar COtp. 222s cccccccecens 
Okonite Co., The 
Osborn Mfg. Co. ..... 


P 
Patent Novelty Co. .........-- 
Peck, Stow & Wilcox Co....... 
Perfection Stove Co. .......... 
Peters Cartridge Co. .......... 
Pittsburgh Plate Glass Co. 

(Glass TB.) oc sccsccscnscss 
Pittsburgh Plate Glass Co. 

(Rennous-Kleinle Div.) 


Pittsburgh Steel Co. .......... 


Plumb, Inc., Fayette R......... 
Plymouth Cordage Co. ........ 
Plymouth Rubber Co., 
Premax Sales Division 
President Hotel 
Progressive Mfg. Co. 
R 

Radiant Products, Inc. ........ 
Radio Steel & Mfg. Co. ........ 
Railway Express Agency 
Raybestos-Manhattan, Inc. (Ray- 

bestos Div.) 


~ | Red Jacket Mfg. Co. .......... 
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Remington Arms Co., Inc..... 60, 


Republic Steel Co. (Upson 

Div.) 
Reynolds Wire Co. 
Rixson Co., Oscar C....... 
Robertson, Arthur R. 
Rochester Sash Balance Co., 
Ruby Chemical Co. .. 
ery rrr 
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Samson Cordage Works ........ 
Sandvik Saw & Tool Corp....... 
Savage Arms Corp. 
Savogran Co. 
Schalk Chemical Co. 
Schatz Mfg. Co. 
Shapleigh Hardware Co. ...... 
Sheffield Bronze-Powder & Sten- 

cil Co. 
Shepard & Moore, Inc......... 
Sherman Mfg. Co., H. B....... 
Sherwin-Williams Co. 
oS ee 
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Smith, Inc., Landon P. ........ 
Smith & Son, Seymour 
Snell Mfg. Co. 
Soilicide Laboratories 
So-Lo Works 
MUON TOUID S56 :5:66 9:60 4:0:570:05000:2 
Standard Tool Co. 
Stanley Works 
Staples & Co., Inc., H. F....... 
Stay-Tite Products Co. ........ 
ee te ae 
Stewart Iron Works, Inc. ..... 
Stewart-Warner Corp. ......... 


Swartzbaugh Mfg. Co., The.... 
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Taylor Instrument Co......... 
Thermoid Rubber Co. ......... 
Thibaut & Walker Co. ........ 
Tilette Cement Co., Inc. ...... 
Tubular Rivet & Stud Co....... 
Tucker Duck & Rubber Co...... 
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Union Hardware Co. 
United States Rubber Co. 
U. S. Stamping Co. ..........- 
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Van Clef Bros. ...cccscscesses 
Vaughn Novelty Mfg. Co., Inc.. 
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Walker-Turner Co., Inc. 
Warren-Telechron Co. ......-.- 
Western Cartridge Co. ........ 
Westfield Mfg. Co. .......++-- 
Westinghouse Elec. & Mfg. Co. 
Westinghouse Lamp Co. ......- 
Wickwire Bros. 
Williams Co., The 
Winchester Repeating Arms Co. 
| Wonder Weeder Co. .......--- 
| Wooster Brush Co. 
Worthington Co., Geo. 
Wright Steel & Wire Co., G. F.. 

Wrought Washer Mfg. Co...... 
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Yale & Towne Mfg. Co........ 
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| Zenith Machine Co. ............ 


| 


Stover Mfg. & Engine Co..... 11, 
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THE ADVERTISERS INDEX is 
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published as a convenience and not as a part of the advertising contract. 
for errors or failure to insert. 


No allowance will be made 


Russell, Burdsall & Ward Bolt 
PR ddan sese<dandeases 
Russia Cement Co............. 
Rusticide Products Co. ........ 
Every 


eare will be taken to index correctly. 
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—STOP THOSE 


Syracuse 


CUSTOMERS ASK FOR 
CLANCY 


““SURE-GRIP”’ 


GALVANIZED STEEL 


HOSE CLAMPS 


LEAKS— 


Easy on the Hose 
Permanently Tight 


J. R. CLANCY, Inc. 


N. ¥. 






















ACCO SWIVEL 
ROPE SNAPS 


FILL MANY USES 
PRICED RIGHT TO SELL 
ASK YOUR JOBBER 
A product of 


AMERICAN CHAIN COMPANY. Inc. 
BRIDGEPORT, CONN. 





















































ereeted. Sturdily built. 
pest. 


shows complete line. 








eutstanding seller that returns a good profit. 







Sell the Hill 


Talk Quality and Dependability— 


Tell Housewives how the Hill Champion Clothes Dryer saves time 
laber and steps—they simply revelve it which brings every foot of 
lime right before them—hang entire wash without walking a step. 
Ne lugging heavy basket of wet clothes from place to place. 


Easily 


Has folding remevable reel and removahie 


Three sizes to hold 100, 115 and 150 ft. best cotton line. 
Send for Beoklet—i 


Champion 
Yard 


Worcester 
New York 


An 


LL 


Clothes Dryer Co., Inc. 


Mass 
Distributor 


H Kornahrensa, Inc. 


















price field. A 


price for every 





and moulded hose. 
brand a leader in its own 


line that gives you a hose 
for every purpose at a 


BOSTON WOVEN HOSE & RUBBER CO. 


Cambridge, Mass. 


Each 


complete 


purse. 


The BOSTON LINE of Garden Hose 


EETS every garden hose need. 7 stand- 
M ard nationally known brands of plied 











MOULTON LADDERS 


Strong and Safe 


Profitable, Satisfactory Sellers 


YALE (MECHANIC TYPE) STEP- 
LADDER as shown. A quality step- 
ladder, made strong, safe and dur- 
able. Has malleable top. hinges 
clamped over top—¥% in. Steel rod un- 
der each tread with truss block. Steel 
braces under bottom tread. Cad 
mium plated hardware. Sides 3% 
in Legs 2% in. with 1% in. rungs. 
Treads 3% in. Sizes 3 to 12 ft. 
Wet. approx. 3 Ib. per ft. 

EXCEL STEPLADDER=—a safe, light 
weight stepladder at a lower price 
than the Yale. Sizes: 3 to 12 ft. incl. 
Wet. approx. 2% Ib. per ft. 


Send for Literature and Trade-prices. 


The Moulton Ladder Mfg. Co. 
Somerville Mass. 





































To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 


the red, white and blue surface markers in °4 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 

















Ask your 
Jobber 
and 
see that 
our Trade- 
Mark 
appears 
on each 
package. 
If he is 
not supplied 
—write us. 
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bs DOMES ~ SILENCE ad Robert E. 
. >. Miller, Inc. 
— « Domes of 
. 4 a ay PB Silence, Inc. 
STOVE —f HEATER MUMERAL RUBBER CUSHION i, henisiz Suctih Citta 
2 =L ue: 2B Co., Inc. 
oe 35 Pearl Street, 
BSS NONGARSGAGAGHGANG: New York, 
KEROSENE LANTERN § REMCO REAL CARVED WOOD MOULDING N. Y. 
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ook 


halter chains now 


Other Hodell Chains 


WELDED 
Proof Coil Chain 
Steel Loading Chains 
Trace Chains 
Well Chain 
Cow Ties 
Log or Binding Chains 
Heel and Butt Chains 
Breast and Wagon Chains 


WELDLESS 
Coil Chain 
Porch Swing Chains 
Tie Out Chains 
Dog Chains 
Sash Chain 
Cow Ties 
Pump Chain 
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Welded and Weldless 
Halter Chains 





18435~-SaspLeiGn’s MjNETY-ONE YEARS OF HONORABLE SERVICE~1954 
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FINEST EQUIPMENT 
COMPLETE WITH STAND 
AND SEMAPHORE 


ASK 
OUR OUR 
held @e) 2 


SALESMEN 
BICYCLES - No. M28B - 


TO 
AND Ne) (oN) (ave) )) 4h SHOW YOU 
WHEEL GOODS 


OUR 
IS COMPLETE COMPLETE LINE 











“DIAMOND EDGE 1S_A QUALITY PLEDGE” 


Shapleigh National Series No. 1881 
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